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How far 
does a pound 
see you? 


Now, more than ever before, it is essential to 
get the utmost out of every advertising pound 
you spend. In the field of picture weeklies, 
ILLUSTRATED, at present rates, gives you 
the greatest value for money, whether your 
yard-stick is net sale or readership or both. 
In the field of all media it is a No. | of great 
impact and pulling power. Space is being 
booked now for autumn and winter campaigns 
and if you are to get your full share wed 
appreciate, at an early date, some idea of 
your requirements. 


ae 


#¢ 
_ 


a sees your pound further 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODOHAMS PRESS LTO... 96-98, LONG ACRE, LONDON, WC.2 
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To The Editor... 


, Dismay ed By 
\ P A me Action 


ved for Perio 
Association 

1 listed, m 
queshon in 
a few pub 
had pro 
agency dis 
vered later that 
those ol 
with 
was 


plicalic 

that how 
w Me 
count “moO 
the P.P.A. approached 
their members im 
esuit that 


this list 
the 
withdrawn 

| appreciate the publications 
concerned were, in their fnendly 
and helpful gesture, imfringing 
PPA. rules, and 1 lend my full 
support to all efforts to maintain 


the promise 


IN THIS ISSUE— 
Extracts from the three best 
eways in the recent Advertising 
Awociation competition are 

lished, starting on page 02. 


NEAT WEER'S issue will include 
a Market Survey of the Midlands. 


the integrity of my trade, but I 
am dismayed by the manner in 
which one of the controlling 
bodies has conducted itself in 
this matter Whether | shall be 
accorded gation or not I do 
not yet know find myself 
in the unwitting position of 
former upon 
whom my 
friendly is abhorrent 
Doubtiess | would 
wiser to withhold the 
tion | gave, but then I 
have been dishone 1 
publications 
have adhered regula 
tions at the rf touch of 
humanity " utabl but 
does affect the 


rece 


, 
‘ul 


‘lishers 


have been 
iforma 
should 
hat 
should 


the 


D.AA 


(Name and ipplied.) 


’ . ’ 
Selling Copy Must 
- 
. “" 
Be Specific 

Sin, -Austin's P.R.O. suggested 
(April 24) a senes of stamps to 
aid our exports, including a 
stamp of a nondescript modern 
automobile with the inscription 
Buy a Bri tia Car 

am not connected with the 
whisky industry--except as an 
<casional consumer —but | could 
magine that the whisky people 
could, with equal logic, suggest a 
stamp showing a nondescript 
bottle of whisky with the inscrip 
on “Buy a bottle of Scotch.” 

1 can't bring myself to believe 
that thie sort of thing would be 
good public relations for Britain 
in foreign countries. It would not 
be good export business either, 
simply because it is a fallacy that 
you can sell] goods overseas purely 
on a nationalistic appeal such as 

Buy a British Car.” People the 
world over buy goods for purely 
selfish reasons You can't state 
On a postage stamp specific, hard 
selling reasons for buying a car 
made in this country 

Far better to follow 
example of Switzerland 
Austria and show in a series of 
stamps some of the most beaut) 
ful landscapes and towns of the 
British Isles to attract visitors 
from overseas 


the 
and 


Joun Baramas 
Mapesbury Road, 
London, N.W.2 


Reliability Of 
Mailing Lists 


Sin, Having 
list of some 
» Number of 


used a mailing 
thousands of names 
times, we felt we 
had every confidence in its 
reliability However, on a house 
by house check by representatives 
m selected areas, the following 
facts came to light 
In a cial 
per of the 
found to be per 
per cent of the addressees wer< 
eithe dead of retired 25 per 
had moved, and in a further 
cent the was 
neoorrect 
of the home counties 58 
t were correctly addressed 
neorrectly 


city only SO 
addresses 
t 


provi 
cent were 


fectly correct 17 


iddress 


pe eent 
cent of the 
dead or 
hac 
esses 

\ remarkable 
only 16 per 


addressees were either 
had retired and 18 per 
cent moved to other ad 
' 

point was that 
cent (S00 out of 


returns” 
Post Office 
fact that 
“return” 


000) 
Dy the 
ng the 
the usual 


were sent back 
notwithstand 

envelopes bore 
message 

D. L. THomas. 

Vitamins Limited 


Expenditure On 
Direct Mail 


Sin,—Mr. Nichols (May 1) 
doubts the reasonableness of my 
estimate of £5 millions spent on 
direct mat! in 1948, basing his 
argument on the numbers of 
small advertisers who use direct 
mau 

As | have tried to make clear, 
my figure is obtained by simple 
arthmetic from two estimates, 
namely that the expenditure on 
postage for direct mail in 1948 
was £1,250,000, and that postage 
represented about 25 per cent of 
the cost of the average direct 
mail campaign in that year 

No evidence has been brought 
against those estimates, and | 
stand by the figure of £5 millions 


R. SILVERMAN 
w) Howitt Road. 
London, N.W 
(This 


closed, 


correspondence is 
Editor.) 


Company Reports 

Sirn,—-While there is plenty of 
sense in “Copytaster’s” remarks 
in your issue (May 1), there would 
appear to be one or two points 
he has overlooked. He says, for 
example “The chairman 
blithely assumes that all the 
world knows how Joe Bloggs & 
Co. (1935) Ltd., occupy their 
time,” and thinks it remarkable 
that ‘the chairman nowhere 
mentions what the company 
makes or does to earn its living.” 

But, surely, if the company, in 
publicising us report, observes 
one of the first principles of ad 
vertising, that of choosing the 
right media, the chairman should 
not need to mention this The 
published report is a printed re 
cord of what the chairman has 
told the shareholders, who may 
be presumed to know what the 
company makes or does. If the 
right medium is used readers of 
the report will have learned from 
the editorial columns what the 
company makes or does 

As for “soaking the rich” 
the Union Commercial’s 
able to pay 8 per cent, 
really no contradiction 
average stockholding 


and 
being 
there 
The 
in Union 
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I believe, some- 

thing under £1,000 Surely 

Copytaster” does not think that 

thirty bob or so a week is wealth. 
Brian L. BAKER 

Advertisement Manager, 

Truth. 


Commercial 15, 


Customers Always 
Write... 


Sim.—The front page adver- 
tisement for Woman in your issue 
ot May | has quite shaken me. 

It announces that during 1951 
no fewer than 2,633,072 readers 
wrote to the magazine. This 
works out at over 51,000 per 
week and, excluding Sundays, 
over 8,500 per day. 

I am not, for one moment, 
doubting the integrity of this 
publication whose fame and 
popularity is nation-wide, but 
unless the above figures were 
caused by a series of free sample 
offers, such a daily correspon- 
dence on purely editorial matters 
is really staggering. 


A. S$. MENDELSSOHN 
Advertising Manager, 
Daniel Neal & Sons Ltd 


(Harris Kamlish, advertisement 
director, Odhams Press Lid., 
states that the figures quoted do 
include letters received in con- 
nection with cash offers to 
readers covering fashion goods, 
cosmetics, etc. No free sample 
offers are made by “Woman.”— 
Editor). 


Store Ads. Increase 
For ‘Sewing Week’ 


Store advertising for the fifth 
National Sewing Week held in 
March advanced by 14 per cent to 
a new record of over 10,500 column 
inches. Retailers’ requests for dis- 
play aids from manufacturers in- 
creased from 2,183 in 1951 to 6,410 
in 1952. 


ORFOLK STUDIO: 


24,BRIDE LANE, LONDON, E.C.4. Tel. CENTRAL 3172 
The home of (DEAS for nearly haf a 


; (ag 
: Pe a vena j 
: a 
—————————————————— oe 
F °* 2@« @e ! e* ¢@«e idl 
7 4s te 
| | : rea po \ E 
a | fee egy l a 
\ ff j 
a | 
; | | 
j 
* 
= a 
eC 
* . — _ — —-- ——EE — ———————— 
. — sv t )2 a 
®) DEAS = IDEAS - IDEAS -U ei ee 
' - 
a 5 i on —— - . ae 


ADVERTISEMENTS IN [i 


Woman's oun 


TODAY MEAN 


SALES IN THE 


WOMEN’S MASS 


“MARKET TOMORROW! 


M 


Sia! iciiiiiyiiit ' 


ee : : F, 
4 q 
. — wz : A . ie & . é 
= ——— “S e), 
Ph ee 3 . 
ae SSS ae . ——— : ae 
J i ae ae g R ae oi 
: a3 eee Deel, ie 4 ds a 
a < b= : i aay 
“US — _ ie 
Pgh : i. = an ~~ ; — ; - a Mes iat) i 
—S Baw. es -_ 
iy % ee , a : “ . a 2 i. 3 P 
, " eco! - gat : ae ; ae 
: -~\ we? | r 
— i Cl 7 4 Si, 
eS ; AN wh a 
* Nes il — ; : pbb 
— < : ’ 4 +f ; 
—— fF \\ll — 
, 4 : *% sae. 3 
|S = : qual “ | ae 
| 2 4 fe iY 2 Bo 
z 2 be === 2 ‘ i Be a pS —— ——- q ‘= Tae 
ieee ‘'o 4 a ee ca. | > i. ‘ ———SE_—_—SSSSSSSSS= = @ $ ae ie = 
F " a’ J a . . o Me q * P ee) a 
ra Il ial ie ie: a 
2 | | 5 
“ -/-_ . \\ a 4 * ; 4 * 
$ i“ 
—-" ya) \\\ ; o ate 
“s ‘\ Z.:..: ey ‘ t 
— will phn =. : 
* Se ae ; . ; ca 
; ey ae) a? ce 
? > en 
ae a . 
a | 
r* : . ONT A, AVERT =: RETO, GEOR CT MRS LTRS, TONE no he 
» = P SOOTMEPTOR STREET, STRING, LONDON, LOA © TEEPE SAE GE GD Ieee —l et 
ee: 22) See) oe -_ i eR 4 OU a if aan * ot GRE f 
ete ott - Se ie a a: an a 
i i ae 5 a aes te ae (ol . ies a4 


F The weekly 
that Gags 


in the fashion field 


Designs from the world’s leading couturiers 


... Norman Hartnell in London, Balmain in Paris, 
Biki in Milan... are to be found exclusively 
in WOMAN'S ILLUSTRATED. For dress and 
dress accessories WOMAN'S ILLUSTRATED 

4 sets the pace. And on the home front gives its 

: readers articles by acknowledged experts. 
In its wide and sparkling feminine 


© appeal WOMAN’S ILLUSTRATED marches 
§ 


side by side with modern womanhood, 
. and fills a definite need for modern advertisers. 
It sells to more than half a million 


women every week, 


.. Walch 


WoMANS ILLUSTRATED 


AN AP PUBLICATION + PAGE RATE £250 - 4)4 WEEKLY 


A. W. BURNETT, Advertivement Director, THE AMALGAMATED PRESS LTD. THE FLEEPWAY HOUSE, FARRINGDON STREET, LONDON, E.C.4, 
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“Best Ever’ A.A. Conference Accepts Minister's Challenge: 


Six Hard-Selling Tasks For Advertising 


IMPORTANT ROLE IN DOLLAR DRIVE 
AND COLONIAL DEVELOPMENT 


S'* hard selling tasks for British advertising were set by Mr. 
Oliver Lyttelton, Secretary of State for the Colonies, at the 
opening of the nineteenth annual conference of the Advertis- 


Newsprint Down | 


—And More Soon 


Reductions of £2 17s. 6d. a ton 
in the maximum price of home 
produced newsprint, and of 
betweem £7 2s. 6d. and 
£23 12s. 6d. a ton for mechani- 
cal printings (‘according to 
grade) come into effect on 
Monday. 

“The newsprint situation has 
changed in a most remarkable 
way.” said F. P. Bishop, 
general manager, Newsprint 
Supply Co., at the Brighton 
Conference of the Advertising 
Association. “We have passed 
almost overnight from a sellers’ 
to a buyers’ market. 

The underlying cause was that 
consumption in the U.S.A. was 
flattening out while production 
was increasing at a greater 
rate. A short-term cause was 
that the market in some 
countries, such as the Argen- 
tine, had suddenly collapsed. 

He added: “! hope advertising is 
ready to expand to meet the 

in newsprint consump- 
tion we hove for in the next 
few days and for a further 
increase that may follow in the 
near future.” 

There were indications of a much 
greater price reduction from 
July 1 and of a further cut in 
prices of pulp to British mills 
later this year. 


Cup For Sir Miles 


Presentation of the Publicity Club 


of London Cup to Sir Miles 
Thomas, president of the Advertising 
Association, will be made at the 
Mansion House on Tuesday 

The Club's annual luncheon to 
the Lord Mayor (who is its presi- 
dent) will follow at the Café Royal 
The Lord Mayor will appoint a 
deputy if iliness prevents his attend- 
ance 


STOP PRESS: £2,000 | pp. solus, 
p. 3, introduced by “Sunday Ex- 
press.” . . . “Picture Post” colour 
ad. rates reduced to £1,600 (no 
cancellation). . . . J. Walter Thomp- 
son undertaking “special jobs” for 
“News Chronicle.” Details not 
disclosed. 


ing Association at Brighton on Friday 


They were: 


1. To tell the consumer that he should be prepared to 
change the nature of his demands. 


To publicise the need for saving 


“ever more insistent.” 


To conduct prestige advertising for Britain abroad. 


To develop trade in Colonial territories. 
To preach to the people the need for increased 


2. 
3. 
4. To re-study and develop the dollar market. 
5. 
6. 


productivity. 

Mr. Lyttelton, a former presi 
dent of the Association, intro 
duced by this year's president, 
Thomas, painted a 
background to the national econ 
omic scene and spoke of the 
financial crisis inherited by his 
Government. Then he urged ad 
vertising to the task of educating 
public opinion to the need for 
higher productivity, increased ¢x- 
ports and the development of 
resources 

“You must see that the views 
of the public are attuned to the 
ever-changing needs of an ever 
changing hour.” he said. “In 
these deadly hours of our country 
We must make clear the purpose 
that guides our aim." 

With its skill and persuasion 


@ Continued on next page 


Meeting The 


seeeeeen 


: Challenge 


Opening the Conference, Sir? 
Miles Thomas, president of: 
the Advertising Association, : 
commented on the record at-: 
tendance of 825 delegates, the? 
previous best being S89 at: 
Black pool, : 

That so many people, im-: 
bued with a high sense of the 
responsibility of their calling.? 
had assembled to bear witness: 
to their faith in the economic? 
necessity of advertising, was a: 
: clear indication that advertis-+ 


3 ing was alive to the challenge + 
$0) our times, he said 


. 
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Sponsorship 
Under Fire 


E. M. Clayson, managing 
director of the Birmingham Post 
and Mail, a past president of the 
Newspaper Society, speaking at a 
luncheon of the Radiw Industries 
Club of the Midlands in Birming 
ham, said that in recemt discus 
sions about sponsored radio, 
many felt that a “debasement” of 
broadcasting standards would 
occur, imsidiously perhaps, and 
certainly against the wishes of 
the advertising profession, under 
the stimulus of competition for 
listener or viewer attention 

The Government's White Paper 
on the future of the B.B.C. and 
commercial broadcasting will be 
published this afternoon (Thurs 
day) 


ON OTHER PAGES 

A.A. Conference: full report— 
292, 293, 294, 295, 296, 300, 328. 

Conference caricatures by 
Mel—296. 

Mainly P . our 

7 leo Cc. ct, is 
exclusively to Brighton Confer- 
ence personalities—330. 
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~» 
@ AA. CONFERENCE: Facing Up To The Economic Crisis 


‘Research Is Essential In The 


Dollar Markets’ Warning 


While advertising was very 
often the cesential key to 
suceessful selling in North 
America, money would be lost 
and failure result unless pre- 
viously there had been, in the 
initial stages, market research, 
personal visits and arrange- 
ments made for representation 
and channels of distribution. 


This warning was given by Sir 


Wavell Waketield, VLP. who 


@ Continued from previous page 


LYTTELTON’S 
CHALLENGE 


could undertake the 
had set 

The consumer must be 
the need to sales of ten 
tiles and reduce demand for goods 
which competed with the = re 
stmament programme 
prestige for 
advertising ser by the 


advertising 
tasks he 
shown 


iM tcase 


The example of 
Britain 


Mr. Lyttelton spoke of the oppor- 
tunities for oamrketing particu- 
larly of textiles -in the Colonies, 
and declared: “If we tet the 
world know through publicity 
what opportunities there are we 
might, in two decades, achieve 
balance between the old and new 
etonomies!” 


world wide pe mt for the 


recent Comet liner flieht must 
he followed by others 

I here other flowers 
blushing British 
atomic 


fabrics 


were many 
such 
radar 


synthetic 


unseen 
developments as 
energy and 
Publicity of the kind would be 
4 high export value 

We must not be depressed 
nerease 
narkel It 


sales in 
was 
custom-built capital 
were cheaper than similar 
American ! This market 


products 
should be studied and re-studied 


about trying to 
the dollar 


ve that our 


stil 


rwords 


Brighton Herals 


The Colonial 
ing the 


Secretary 


open 


money could 

saved by 

preliminary 

investigation 

here at 

| home On 

the North 

{ Y American 

= continent 

= distributi o n 

< made goods 
Mel saw 

Wakers 


This had 


snulacturet 


done 
eX\porter 
which ad 


hotlhon in 


particular for 


played a predomin 


con 


dollars 
be wasted if is of 
employ a g 


As adyertising can 
mM per 
od advertis 

handle the adver 
ame said Su 


easy 
tance 
mg agency to 
ising prog 
Wave 

The main means of advertising 
and sales promotion in use in the 
USA ind ¢ were The 
Puchage sampling, point-o < 
maternal, 


Magazines press 


inada 


disp ay 
direct 
and = electric 
ind television 
tish exporters had been 
handicapped by shortage of 
packaging materials for the home 
market, consequently design staffs 
had not had the same opportu 
mity and we had much leeway to 


n hoardings 


films 


make up. Greater 
was attached to presentation im 
North America than in the U.K 
and, for the same reason, we 
agged behind in pornt-of-sale 
display material Companng 
ratios of advertising expenses to 
net sales for 50 industries in the 
U.S., Sir Wavell said, they ranged 
from 4 per cemt for sugar, lumber 
and tumber products, teatle dye- 
ing and finishing, to over 11 per 
cent for cigarettes; 13 per cent 
f preparations, and 14 


un portance 


ior cereal 
per cent for drugs and medicines 
The amount to be spent would 
depend upon the scope and scale 
of the job to be done, the speed, 
the type ef product, the method 
of distribution, the method of 
defining advertising and selling 
expenses and the desired margin 
of profit. 

Much had been written and 
said about the importance of 
sales to the North American mar- 
ket, but the real value of such 
was not just the value of 
the sales but the net profit. Sales 
could always be got, but at what 
cost? 

“I believe that for those who 
really go about this business 
systematically and thoroughly 
with all the information that is 
now available and the knowledge 
of how past mistakes can be 
avoided, much business can be 
done and good profits made,” said 
Sir Wavell. A start could be made 
in a small way by concentration on 
a locality, preferably in Canada, 
gaining experience and = then 
widening the market by extending 
to other localities. Alternatively, 
a selected channe! of distribution 
could be used limited to sources 
most likely to produce results 


sales 


May 15 


SLUMP TALK 
‘NONSENSE’ 


1982 


a slump!” 
This was the declaration 
Paul Bareau, the financia 
nalist. who saw the crisis 
of adjustment—not of 
recession To 
create the 
labour and 


meet it 
conditions in 
industria! resources 
could most readily shift from 
those sections of the economy 
where they were relatively redun- 
dant to those where they were 
urgently needed. This shift was 
taking place 

Advertising skill could not halt 
this constant change and flux of 
demand and make it unnecessary 
for British industry and trade to 
go through the process of adjust 
ment on which it had begun 

“Your task is to pursue, to 


added. “Your function is to act 
as the link between this demand 
and the manufacturer. 

“You, and your market re 
searchers, are the scouts, the 
pioneers, flashing back messages 
of what lies ahead in the matter 
of changes in taste and demand, 
in the opening of new markets.” 

When rearmament was achieved 
we should have to adapt pro- 
duction to major changes in 
demand, to the industrialisation 
of other parts of the world 

Here again, the arts and tech 
nique of advertising would have 
a part to play, new markets to 
create, New tastes to cater for 

“In those days ahead there will 
be greater need for these expan 
sionist activities of yours than 
there is in a period such as this, 
he added. 


GROWING POWER OF WOMEN’S PURSES 


The present pattern of con- 
sumers’ incomes was described 
by Geoffrey Browne, director, 
the “Economist” intelligence unit. 

Before the war, the total of in 

n this about 

on. Of this total, the 

people 
Now 


country was 


part belonged to 
tS a week 
tonal total of some 
around £11,500 millon 
one-fifth was in the hands 
with £8 a week or less 
was up to £10 a week, 
and by far the biggest single class 
was in the £5-£10 a 
Less than $ per cent 
n direct 


only 
those 


one hall 


of carners 
week group 
of this income was paid 
taxes, compared with about 15 
per cent for those with £500 
£1,000 a year, and 26 per cent for 

those with £1,000 to £2,000 
While incomes of people with 
eu were about equally 
divided between those below and 
t £5 a week, the great 
the income of those with 


nt children 


ose about 


children was earned in the £5 to 
£10 range. The wages of women 
and young people had gone up by 
1 much greater percentage than 
had men’s wages. They had far 
outstripped taxation and the 
im prees. It 


girly in their teens were more 


rise 
that 
than 


SO per cent better off than before 


was estimated 


fhe war hovs and had 


gained nmearty as 
the mens position was 
little better than in 1938 

The story for the higher income 
people was very different To 
live on the standard which could 
be enjoyed on £1,000 a year 
before the war, required a money 
ncome nowadays of over £3,500 
a year This was the levelling 
down by high direct taxation and 
high prices for people of that 
income and social class. The cost 
of living had risen much 
for people with higher omes 

Mr. Browne said that although 
incomes as a whole were moving 


mie «reas 


more 


up, there was a remarkable degree 
of mgidity on the demands made 
by taxation and certain unavoid 
able forms of expenditure. One 
half of total income was already 
more or less unavoidably allo 
cated, and changes in this alloca 
tion were only slightly within the 
control of the consumer In 
addition to the claims for income 
tax and subsistence, nearly £2,000 
millon a year was claimed by 
indirect taxes. 

“These, and similar points,” 
said Mr. Browne, “should be re 
membered when the recent Econ 
omic Survey says that personal 
consumption is to be left un 
touched by the planners at the 
same level as last year. What we 
are interested in 1s what people 
are going to buy, and who is 
going to do the spending—and 
we know that last year, for the 
first time since the war, the in 
crease in total spending was 
halted.” 
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Opening of the Conference. L. ta r G. R. Pope, 


Norman Moore 


Brighton Herald photo 


Geoffrey Browne, Lord Mackintosh, 


Oliver Lyttelton and Sir Miles Thomas 


@ AA. CONFERENCE : 


Brands, Self - Service 


‘An Essential Part 
Of Marketing’ 


What he described as a “spec- 
tacular increase” since the war 


with “all commodity 
discussed by Dr. Edward L. 
Lioyd, managing director, A. C. 
Nielsen Co., ae, on “The 
Post-War Position Branded 
Goods.” 

Sales of 28 brands, all house- 
hold names, in six grocery pro- 
duct classes, showed an increase 
from 1945 to 1951 of 140 per 
cent. Over the same period, the 
share of the market for non- 
branded products, and very minor 
brands, declined by 19 per cent 
Some 60 national brands in the 
chemist trade increased sales by 
18 per cent, as compared with a 
loss of 14 per cent for the re- 
maining items in the same pro- 
duct classes 

Making ample allowance for 
price increases, there was con 
siderable evidence that the post 
war position of branded goods 
particularly in the grocery field 
was much stronger than pre-war 

One reason for the post-war 
increase was the relatively worse 
position of branded goods manu- 
facturers during the war period, 
owing to the incidence of ration- 
ing of raw materials. National 
brands, during the war victims of 
opportunist competition, tended 
to return to favour as the supply 
position improved, and as they 
became able to utilise current 
advertising appropriations, as 
well as to glean the accumulated 
effect of advertising during the 
war and pre-war years 


Guarantee of Quality 


Branding had become an essen- 
tial part of modern merchandis 
ing. If we were to achieve greater 
efficiency in distribution, identi- 
fication of the product was the 
first requirement. To a consumer, 
a brand was something more than 
a means of identification. It was 
a peematte of quality and of 
uniformity 

One of the most persistent 


practical criticisms | have heard 
ahout Government buying of raw 
materials,” added Dr. Lloyd, “is 
the difficulty it creates for the 
manufacturer in securing the 
quality and uniformity of quality 
as compared with the high stan 
dards that were maintained when 
buying was in the manufacturers 
own hands.” 

Manufacturers, he continued, 
must never be complacent about 
their responsibility, when they 
brand their merchandise, both 
for uniformly high quality and 
for quality at an economic price. 
Consumers do, and will, pay a 
higher price for what they know 
is a superior product. They will 
not for long pay a premium price 
for what they recognise as identi- 
cal goods 


7 . * 
SPONSORED RADIO 
. . yal 
IS DISCUSSED 
Sponsored radio was discussed by 
representatives from both sides of 
the advertusing fence advertisers 
and agency men 
Kenneth Horne (Triplex Safety 
Glass Co) “I should not have 
thought there was any serious doult 
that # ws a good thing I can see 
no conceivable objection if it is run 
in conjunction with the 
rther Taylor (Cadbury 
Bros.): “As an advertiser I am al 
for radio advertising It provides 
another basket into which the adver 
tiser can put some of his cggs 
Cc. D. Notley (C. D. Notley 
Advertising): “I am dead against 
ut. | think the B.B.C. does a magni- 
ficent job. For heaven's sake let us 
keep advertising out of radio 
S. M. Peretz (Boots Pure Drug 
Co.): “I hate the idea, but if 
comes I do not see how any big 
advertiser can fail to use it.” 
Howard Wadman (1 Booth 
Waddicor & Partners): “Commer- 
cml radio puts out a stream of un 
ay ae unbechevable bosh If 
¢ have it there must be the same 
standard of taste as there is at the 
BB.C. otherwise we shall go down 
into a morass of absolute drivel 


The Package May Become Fully 
Fledged Advertising Medium 


The persuasive force to which 
the shopkeeper yields most natur- 
ally is the power of advertising. 

Making this point in his talk on 
“Some Implications of the 
Growth of Self-Service in Britain. " 
D. A. C. Butlin (National Cash 
Register Co.) said 

“If a product is extensively 
and well advertised, the demand 
which ensues will encourage the 
shopkeeper to give it priority of 
place in the fast selling positions.” 

He added: “The shopkeeper 
will help most the advertisers 
who help him.” 

On the subject of advertising 
technique as applied to food pro 
ducts in a self-service era, adver- 
tisers would do well to consider 
making large and clear illustra 
tions of their products the most 
important elements in their adver- 
tisements, so as to establish an 
identity between the product ad 
vertised and the product dis 
played at the point of sale. The 
name would not be enough; it 
would have to be associated with 
the package 


With the massing of packs 
along wide expanses of shelves 
the need for distinctiveness be 
came even greater than ever, Mr 
Butlin emphasised. And since 
simplicity of design was the only 
way of achieving the greatest 
visual clarity, he believed that 
package design would become 
simpler and simpler—a_ trend 
which would command greater 
ingenuity on the part of designers 
if their designs were to preserve 
character and difference 

The design of the package was 
also affected by the fact that, to 
an ever greater degree, the text 
on the package would be required 
to replace the salesmanship of the 
assistant behind the counter: and 
this necessity was likely to bring 
forth a much higher standard of 
copywriting as applied to label 
and package texts. It was even 
possible that the package itself 
would become a fully-fledged ad 
vertising medium, to be con 
sidered with equal seriousness by 
both the copy and the art depart- 
ments 


ADVERTISER'S WEEKLY 
Re-Sale Price Maintenance: 


‘NO HALFWAY 
HOUSE’ 


The present lull in demands for 
legislation to govern resale 
price maintenance would be 
very temporary, said James B. 
Jefferys, of the National Insti 
tute of Economic and Social 
Research. Whether the Govern 
ment wished to or not they 
would be forced soon to make 
some statement or take some 
action to clarify the situation 

The issue cut across party lines 
Many members of the present 
Government party had 
expressed themselves in agree- 
ment with the Lioyd Jacob 
report. Mr. Jefferys instanced 
also the views of the Law 
Reform Committee of the Inns 
of Court Conservative and 
Unionist Society-—exclusively 
revealed = in ADVERTISER'S 
Werxty on May 1 A con- 
siderable body of trade union 
opinion resisted i, fearing it 
would lead to wage cutting 

Resale price maintenance had 
grown steadily, from about 
two per cent at the beginning 
of the century until it now 
covered about one-third of all 
goods 

He posed two questions for the 
Conference 

‘Can we, as a nation of shop- 
keepers, let a system of trading 
spread to nearly all sections of 
the economy that encourages 
the established methods that is 
weighted in favour of the 
status quo and discourages and 
penalises the new and experi- 
mental? 

“Secondly, is it beyond our 
powers to devise some method 
of permitting and helping the 
new and preventing creeping 
paralysis and ossification in 
wide sections of wholesalirig 
and retailing without recasting. 
at one stroke, the whole of 
established trading practice? 

In my opinion there is no ‘half- 
way house’,” said Mr. Jefferys 
“Mf we consider retail price 
maintenance is leading to 
rigidity in our national 
economy the only way is to 
end all forms of ut.” 

At a subsequent session, F. H. 
Kelly regretted that no oppor- 
tunity had been given “for a 
practical reply to the theorist.” 
The issue was vital to people 
in advertising There was a 
very real danger, if price main- 
tenance were abolished, of 
services, as well as goods, being 
affected 

Assurance was given by W, Ewart 
Rumble that the Association 

matter very much 
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@ AA. CONFERENCE: The Industry Recognises Its Social Responsibilities 


May 


1S, 1952 


WHAT BRITAIN 
EXPECTS FROM 
ADVERTISING 


The Bishop of Chichester wid 


the Prme Minter had warned 
that we were m dire economic 
peril There must be re-orenta 
ten of mind and will -and this 
was where advertuing came m 
to explanm to the workers what 
the consequences of economic 
breakdown would be This was 
» challenge to the creative genius 


of publicity 

In thes 
had 
was 
realise 
was, how | 


advertising 
and it 


mass age 
malculable pow 
well that the public should 
mmense that power 
could be used for 
good or il, and how a could be 
and was, abused 

who followed “the most 
advertis 
inspired by the 
highest ideas and test thei work 
by the highest standards They 
had indeed shown that they knew 
their and recognised their 
responsibilities 


how 


Those 
exacting profession of 


ing should be 


power 


There were great opportunm 
hes Could not advertising be 
used to teach people not only 
how to spend but how to give’ 
What a grand thing it would be 
{f producers and advertisers were 


Coodwill messages were received 
by the Advertiving Association 
from the Advertising Federation 
of America, the Advertising Club 
of New York, the Export Adver- 
Associations’ international 


tute of Public Relations. 


+ combine im a 
for the 


great campaign 
good of the Empire, and 
» persuade the richer peoples and 
cir governments to meet the 
less fortunate people 

The Bishop listed four respon 


7 


needs of 


sibilites which devolved upon 
sdvertising to tell the truth, to 
treat the covsumer as a rational 


heing, to principle of 


maintain 


sccept the 
ervice, and to help 
freedom of expression 

Deo not play fast and 
with the deepest things.” he said 
Do not moral cons dera 
ons and lose your own soul Do 
amomals aod 
imstine.s 
passions.” 


house 
gore 


ot treat pe *P © as 
ippeal to lowest 
Do not play on their 

The Bishop added: “tt is really 
crucial that advertisers should 
reat their fellow citizens as 
stional berngs. and im their per 
suasions appeal to reason, and 
not to fear or greed.” 

Serving the consumer, the ad 
vertiser should see that value was 
given for money This was | 
best way of increasing sales, too 

If he accepted his responsibil; 
ties, said the Bishop, the modern 
advertiser might prove the knight 
errant in the cause of freedom and 
independence for the press. But 
he must have the neht idea of life 

“Never abuse this great craft,’ 
the Bishop concluded 


‘Cabinet’ And Code 
Urged By Needham 


The day when advertising has, as its own Cabinet, a govern- 
ing body representing the various organisations and 
within the industry and composed ‘of men who, by reason of 
experience and ability, could act as a voluntary ‘lead, was 
envisaged by Leslie W. Need- 
ham, director of advertising, <' \P ~~ 

4 Casily be damagec anc its 

— Express Newspaper tegrity must not Te impaired 

z If we are to go forward we 


strong, can so 


The voluntary machinery for must all madrvidually and collec 
the prevention of abuse in adver tively play our part in upholding 
tising was described in detail by v «€6Cchigh =o principles we have 
Mr. Needham worked so hard to establish 

It was an immense structure After mentioning the idea of a 


gyrating im all directions and Cabinet for advertising, Mr. Need 


working to a common end ham added, “I feel that the Ad 

good, clean, honest advertising vertising =Association is the ob 
mus meds thr gh hich t 

We should be proud of this vik ss nedium through which this 

ambition could be realised. Under 


voluntary system, and we should 


could have a 


realise how fortunate We are in this mainspring we 

this respect,” he continued in © ordinated machine dealing 
some countmes advertising comes with our problems and furthering 
under the jurisdiction of the law our aspirations 

and thus members of the business We have our Code of Stan 
often become involved in long dards which deals competently 
and expensive litigation We with one section of our business 
should also be proud of the fact We have still to form a Code of 


that because our voluntary system Ethics which could stand for the 

mric . he 
has proved so successful and principles of the 
efficient. and because of the com setting out, in brief, but in 
prehensive form of our Code of binding form a Code of Practice 


business as a 
whole 


Standards, we have shown that by which we should abide. This 
there is no need for Govern 1 feel, would immediate raise 
menta! controls here the status of our business. and 

In our prud however, w do much to remove the age-old 
must not relax our vigilance n prejudices that have for so long 
fact we must imcrease tt We dogged our footsteps 


Anow 


capect more newsprint which We what we are trying 
means bigger newspapers Now to do. but let the publ Anow uf 
will come the testing time lt is / proving be nmi a abe 
a temptation when there are that the integral part tect 
advertising columns to fill, to set ne our business is prote e the 
aside some of our higher prin nicrests of the publi Without 
ciples This must not be so this there is neo security for them 
The machinery that we have ind no inspiration for us 


Of Ethies 


Conference 
Quotes 


A good advertising agency is 
one which has a research depart- 
ment, but a perfect agency is one 
which does not need a research 


department —Mark Abrams 
> > > 
Early in life in advertising you 


have to decide whether you want 
to make a lot of money or 
preserve your soul.-Howard 
Wadman 
* * * 
the birthplace of 
D. Notley 
* 


America is 
' 


dul advertising. — € 
* . 


There is no more disastrous 
without authority.lan Harvey 
> * * 


The avante garde of designers 
know what they hke-—as long as 
it is like nothing they know 
Paul Reilly 

* * * 


My students criticise my work 
and shake me up so much that I 
have to read ADVERTISER S 
WEEKLY in order to get my con- 
fidence restored. —-Abram Games 

* * * 

Television will open unex 

vistas of life.—Norman Collins 
* * * 

A man tends to write epigrams 
rather than epics when his words 
are assessed at so many pounds 


per columa inch.-R. J. Cruik 
shank 
* * 
Posters are better than they 


used to be in some respects, but 

they are nowhere near good 

enough to get complacent about 
Sir Hugh Casson 


‘GROSS OUTRAGES, SAYS IAN HARVEY, IN 
FILM AND PATENT MEDICINE ADS. 


Outspoken criticiam of certain infere was 


popular taste. T 


aspects of advertising way made that such iw the normal practice 
by lan Harvey, MLP.. when he ~ commercial advertising 
spoke on the creative man’s The creative man, even though 
responsibility in safeguarding the subiect to commercia vfluenc 
reputation of advertising. could not run away fro his 

He suid: “I have no hesitation responsibilities to his profession 
i? Saying that gross outrages have If he betrayed his art then he 
and do oceur etrayed advertising, if advertis 

I refer primarily to the adve ¢ allowed him, of coerced him 
tisements appearing for films, and o make that betrayal. then ad 
secondly to patent medicine ad vertising betrayed itself 
vertis iz These two types of id The Status of the creative man 
vertisement typify some of the equired careful examination 
worst errors into which the crea great agencies accepted the view 
tive man has been lured They that advertising must be con 
demonstrate the anpeal to sx ducted samedl ne to accepted 
and fear and violence. They a standards But it was dubjous 
offensive to public morality whether t was always appr 

It was not insignificant sted that the production of bad 


the gravamen of the case agains! unt or bad prose was as offen 
commercial radio and television sive aS campaigns not based on 
was the suggestion that advert truth exploiting public notion 
ing sponsorship would tend or revealing bad taste 

reduce the standard of the pro Mr. Harvey doubted whether 


gramme by pander ng to low and , sufficient number of ¢ 


understood, or wished to under 
stand, the principles upon which 
the artist and the copywriter 
must operate if their work is to 
have imtegrity and sincerity 

it was the responsibility of the 
executive to create climatic con- 
ditions essential to the production 
of great advertising. 


The days that lie ahead are 
fraught with difficulties —politi 
cal. economic and = industrial 


Irresponsible or unprofessional 
conduct will be among the most 
powerful arguments in the hands 
of those who oppose the concep 
tion of competitive enterprise and 
suggest that advertising is a para- 
sitic activity 
“Outrageous ch 
designs, appeals to lust 
travagance will be the 
tion with which our 
will attack us. It 
tive man to see that 
tion js not availabl 


ms, offensive 
and e¢x- 
ammuni 
opponents 
s for the crea- 
such ammunt- 
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@ AA. CONFERENCE : Marketing Problems 


15. 1982 


CONSUMERS UNDER 
THE MICROSCOPE 


that divert him from his true in- 
terests” was given by D. N. 
Chester, Fellow of Nautflield 
College, Oxford, in an address 
on “The Consumer.” 

Such practices, he said, pro- 
vided evidence to those who saw 
the consumer as an irrational, 
rather helpless, being. It was the 
alleged and demonstrated imper- 
fections in the ‘present-day system 
of production and marketing that 
had caused many to support 
public monopoly and to search 
for new forms of consumer ex- 
pression. 


Dangerous Argument 

‘Continued stress on the irra- 
tionality of the consumer and the 
implication that someone else 
Anows better, whether that person 
he public official or private mana- 
ger, are dangerous,” he declared. 
“This kind of argument, when 
used in the political sphere, leads 
readily to the dictatorship of the 
so-called elite 

“I would suggest that until we 
are quite sure we have found 
methods of consumer expression 
broadly as favourable to the con- 
sumer as those in which he is 
given a free choice between a 
variety of suppliers, we should 
avoid any extension of the field 
of monopoly, whether established 
by statute or otherwise, unless it 
is quite clear that there are large 
and measurable gains to the con- 
sumer Let us try to avoid 
any situation in which the con- 
sumer is faced by a common 
national front of technicians 
when technicians and producers 
fall out in public the consumer 
can come into his own.” 


Channel For Complaints 


Speaking of Consumer s° 
Councils, Mr. Chester said 

“As a channel for complaints 
and suggestions about a particu- 
lar product or service they are 
likely to be a better test of con- 
sumer reaction than are the 
normal Parliamentary processes 
Yet a Consumers’ Council, how- 
ever carefully arranged, is un- 
likely to reflect consumer opinion 
as accurately as will the freedom 
to choose between many compet- 
ing alternative supplies. A con- 
sumer must be very incensed or 
be temperamentally inclined that 
way in order to go to the great 
trouble of filing a complaint with 
a Consumers’ Council. 

“The consumer quite often 
only knows what he wants when 
he sees it and at the price he 
thinks it is worth. Did con 
sumers want the railway or the 
motor car or nylons? They did 
in so far as they wanted faster 


travel and harder-wearing stock- 
ings, and in so far as they were 
prepared to pay for these things 
when they appeared on the mar- 
ket. But they could not have 
argued for these particular things 
before a Consumers’ Council be- 
fore they had become technically 
possible. 

“Consumers’ Councils are in 
their infancy and when developed 
are likely to provide a useful 
device, though I doubt whether 
they can ever overcome com- 
pletely their basic difficulties. It 
may be, however, that these 
Councils should take a more posi- 
tive view of their functions; they 
cou'd, for example, either directly 
or through the management of 
the industry, conduct consumer 
research Also we must not 
under-estimate the great value 
and safeguard of developing and 
encouraging in management a 
professional sense of ocing pri- 
marily servants of the consumer.” 


Latest Trends 
In Retailing 


Continued integration of retail- 
ing in the hands of large-sca'e 
organisations had been particu- 
larly noticeable in the last two 
years, said A, - 
editor Store, magazine of retail- 
ing, discussing advertising in its 
relation to the retailer. 

The axiom that both partners 
to a business transaction were 
mutually dependent was under- 
stood by such suppliers as co- 
operated with stores in local press 
advertising on a 50/50 basis; but 
he Was not sure it was under- 
stood by all advertisers. 

Small shopkeepers invariably 
benefited from national advertis- 
ing. Branded products were, to 
them, the breath of life 

While advertisers often found 
high-powered retailers were un- 
reservedly co-operative, they were 
now having to face the fact that 
some of the largest and most suc- 
cessful retail organisations, pre- 
ferred to stand or fall on their 
own reputation, and imposed 
conditions on suppliers 


Bottling It Up 
Should medicine be advertised? 
These were some of the opinions 


. Medicine is just as 
much a product as flour or anything 
else.” 

Havinden (W. S. Crawford 
Lid.): “The danger is that it tends 
to lead people to self diagnoses and 
hypochondria.” 

Cc. D. Notley (C. D. Notley 
Advertising): “We do not like the 
idea of advertising patem medicine. 
but I have heard a doctor speak 
in favour of it.” 
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ADVERTISER'S WEEKLY 


The president, Sir Miles Thomas, and the Mayor of Brighton (left) loo® on 


admiringly as Miss Peggy Mievilie presents a bowquet to Lady 


Thomas 


at Thursday night's recvption in the Royal Pavilion. The Mayoress (right) 
was handed her bouquet by Miss Pam Horner (second from lee). 


Strong Appeal Forecast For Ads 
With ‘Teaching Technique’ . 


Association. 

He recalled that the President 
ot the Board of Trade, discussing 
the D Scheme had said that in 
dustries would be encouraged to 
apply minimum standards. 
worked out in conjunction with 
the British Standards Institution, 
and these should be combined. 
whenever possible, with the regis 
tration of certificate marks which 
would enable the consumer to 
know which goods complied 
with the standards laid down. 

Mr. Eari said that presumably 
a British standard mark embody- 
ing a specification would sup- 
plant “the excised cheeses of the 
Luly scheme.” 


Let’s Have A Lion 


Mr. Earl said: “I hate to dis- 
appoint you but I really cannot 
visualise the Government under- 
taking a big national advertising 
campaign We shall have to 
rely on the advertising profession 
to put it over. 

“There must be a superb 
mark. | would prefer it to be a 
lion in this new Elizabethan age 
rather than the mouse which 
has eaten the cheeses.” 

If a success was to be made of 
the scheme-—and the Govern- 
ment had wisely left it to volun- 
tary action rather than insisting 
on something like the analysis 
which has to appear on all food 
packs in America, “it is to you 
that the Government and the 
nation must look to secure this 
advantage.” 

Mr. Ear! said he had always 
been surprised that in this country 
we had scarcely touched on the 
type of advertising so popular in 
America—advertisements which 
took the customer into the confi- 


dence of the advertiser, pointing 
out to him things that were. ob- 
vious in the trade but flattered the 
customer by teaching him some 
of the mysteries of manufacture 

Years ago a clothing manufac- 
turer in this country showed the 
public how the shape was built 
into his suits. The public, in con 
sequence, began to think his suas 
were marvellous “and Leeds was 
as mad as hell,” , 

This was a technique which 
had not been tried really seriously 
here, but he felt sure it would 
make a strong appeal. 


Editor Praises 
Public Service 
Of Advertising 


A sense of common purpose 
and direction greater than ever 
before now exists between 
editorial and advertising interests, 
R J. Crotkshank, editor, News 
Chronicle, told the Conference. 
It was pleasant to feel ft 
interests were moving in the same 
direction. 

Every observer had been im- 
pressed by the steady develop- 
ment of the sense of public ser- 
vice and responsibility on the 
part of the advertising community 
in the last 20 or 30 years. 

The Advertising As#ociation 
had played a notable part in 
raising standards, in providing a 
code of ethics, and bringing the 
organised force of its member- 
ship to bear on the conception of 
public responsibility 

“Such a conference as this one, 
where a great deal of time is 
devoted to a thoughtful approach 
to the major problems of adver- 
tising, promises well for the 
future.” he added 

Newspapers and advertising 
were the only two large concerns 
in the land which had no public 
relations department to guard 
their collective interests. 
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Looking Ahead—The Emphasis Is On Technique 


MARK ABRAMS Discusses: 
Measuring Efficiency 
Of Advertisements 


UCH of the recent 


work in advertisement 


research bas been concerned with finding ways to 


action-valuc, said Mark Abrams, Research Services 


who 


spoke on measuring the efficiency of an advertisement. 


In everyday work the use of 
sales area tests was probably the 
nearest so far attained to ideal 
conditions for measurement. Dr 
Abrams discussed the variables 
which might affect the results of 
wach tests, and said that because 
of these advertising research had 
sought to make as much 
as possible of methods which, 
while they did mot measure the 
sales efficiency of an advertise- 
ment, at least seemed to throw 
some light on its probable m- 
pact on consumers. This was 
not as defeatist as it may sound. 

A variety of techniques had 
been developed in an attempt to 
measure effectiveness 

“It may well be that in seeking 
a really satisfactory reply to the 
uestion ‘What is likely to be 
the efficiency of this ricular 
advertisement?’ we will driven 
back to the general psychology 
of learning and communication,” 
said Dr. Abrams. 


‘Internalisation’ 


“From this field of research we 
already know, for example, that 
apparently, the ‘internalisation’ 
of a message is made casier 
when 

The information and facts 
in the message provide the 
reader with psychic rewards 
eg. facilitate agreement with 
current standards and with the 


majority, release from emo- 
tional tension, etc 
The effect sought by the 


communicator is itself a path to 
some goal the reader already 
has 
The effect sought by the 
communicator directly  pro- 
motes the well-being of the 
primary groups to which the 
reader belongs his family, his 
workmates, and his neigh 
bourhood cliques 
The path of action to a goal 
is specifically defined 
The message reports recog 
nised facts—ic. facts recog 
nised as true by the reader 
‘At any age and in any social 
class people undertake the effort 
of doing things because their 
action provides them with re- 


wards that they understand and 
because what they have to do is 
made clear to them. 


= general 
wud clastty andl vivia. 


Type{ Master On Wheels 

& E. Layton Ltd. displayed 

the Layton Type Face Master 

abinet, a wheeled trolley claimed 

to be unique, It contains sheets 

for all the types Laytons provide, 
and a tint book 


ABRAM GAMES Offers : 


A Six Point Plan For 
Training Artists 


The time has come for drastic 
revision in the methods of train- 
img art students for the practical 
tasks of commercial art. said 
Abram Games, of the Royal 
College of Art 

He suggested a national ad- 
visory body should be set up 
consisting of teaching members 
and practising designers. It could 
advise young students on enter- 
ing the business, and would help 
to prevent entry of unsuitable 
students. 

The teaching staff should be 
required to be in professional 
practice for two years before a 
teaching appointment 

No teacher should be full time 
The studemt should be brought 
under counter influences, especi- 
ally in his formative years 

(The teacher, no longer ful! 
time, could make up his money 
nm practice.) 


CLUBS HONOUR ARMSTRONG 


“We have come together. Let 
us stay together. Let us work 
together. There is much to do 
and we can do it.” 

This call to action concluded 
a speech by . HH. Hem 
Hamilton, chairman of the Clu 
Development Committee of the 
Advertising Association, at the 
Club's luncheon which followed 
the close of the Conference on 
Sunday. 

His plea was supported by Sir 
Miles Thomas, president of the 
Advertising Association, who said 
he would be prepared personally 
to call together all the clubs to 
discuss how the objects of the 
movement and of the Association 
could best be forwarded. “Let's 
do it on a constitutional basis,” 
he added 

An indication of what the 
clubs were doing, and might do 
better, was given by Mr. Hamp 
Hamilton when he recalled that 
the clubs had submitted what 
they believed to be an improved 
education scheme to help solve 
some of the problems of provin- 
cial students 

“But the clubs.” he continued. 
“have not given so much assist 
ance to the Advertisement Invest: 
gation Department as they 
might.” The reasons were not 
altogether the fault of the clubs, 


but now a great effort was being 
made to step up vigilance work in 
the provinces. “Mr. Needham 
will find that we can and will! 
help him,” promised Mr 
Hamilton 
The chairman presented to 
a pair of 
silver mounted hairbrushes, en 
graved with his family crest, and 
an illuminated address, as 4 
parting gift from all the 33 
advertising clubs in Great Britain 
and Ireland on his relinquishing 
the office of director-general of 
the Advertising Association 
w. proposing the 
health of Mr. Armstrong, recalled 
that his first official function as 
director, nearly four years ago, 
had been to attend the Clubs’ 
Conference at Harrogate. His 
attendance at this luncheon would 
be nearly his last. During the 
intervening years he had been a 
good frend to the clubs 
Mr. Armstrong, expressing his 
thanks, paid a warm tribute to 
the help he had had from Mrs 
Armstrong and from al! members 
of the Association staff 


WH Hamp Hamilton, chairman 

of the Club Development Com- 

mittee (left), hands Drummond 

Armstrong a pair of silver backed 

hairbrushes engraved with his 
family crest. 


Blank periods in the students’ 
curricula should be filled in by 
art directors and studio people 
giving practical demonstrations 
and imparting tricks of technique 

Third year students should be 
compelled to attend twice a week 
at commercial art studios 

The whole basis of the 
student's education should be 
broadened 


‘No Place For 
Second-Rate’ 


Sir Hugh Casson, the well- 
known architect, discussing what 
advertising had done to raise 
standards of taste, said that a 
manufacturer whose product was 
reasonably well designed would 
expect its advertising to match it 
in quality and visual appeal. 

He did not ask for universally 
tasteful boringly faultless stan- 
dards of presentation. There was 
always a place—and quite a large 
place--for the frankly vulgar, 
boldly disruptive—even perhaps 
occasionally for the ugly—4to 
keep us on our visual toes. But 
there was no place, in his view, 
for the furtive and the second- 
rate, for the good idea debased 
and diluted by thoughtless repeti- 
tion, for the timid, the hypo- 
critical and the id the lazy. 


Worth Qu Quoting 


The Apvertiser’s Weexty book- 
let of Advertising Association com- 
petition prize-winning cssays on 
“Why I believe in advertising” was 
much in evidence at the Conference 
and was freely quoted from in 
speeches and discussions. 

Drummond Armstrong, director- 
general of the A.A., describes the 
booklet as “yet another splendid 
gesture of co-operation on the part 
of Apvertiser’s Werxty.” 
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~ Success story 


Building-up a successful business in five 
years is not easy; especially a trade in 
luxury goods, but that is just what 41-year 
old Charles King did. When he opened his 
furriers business he occupied one small 
workshop in Kilburn High Road. Today he 
occupies the entire building. It has meant 
hard work and very long hours but it was 
worth it. Nowadays he can afford to relax 
a bit, so he and his wife Edith go in for 
entertaining in their delightfully furnished 
flat at 103, Biddulph Mansions, Maida 
Vale. 


Yes, hard work and initiative have put the 
Kings where they are today, and this 
director-family-man has his eye on the 
future, too. By advertising in the Sunday 
Pictorial you can put your product story 
before the Kings and many other families 
like them. For the Sunday Pictorial, with an 
average weekly net sale of 5,025,354, goes into 
a tremendous cross-section of the homes of 
Great Britain on the best advertising day of the 
week. And, the Sunday Pictorial’s space rate 
is very economical too. Its square inch per 
thousand rate of .71d is only 10.9%, above 1939. 


Sunday Pictorial 
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BRIGHTON CONFERENCE CARICATURES—by Mel 


(7 WONDER if THESE 
BADGES wit BE, 
LARGE ENOUGH’ 5 


—_— 


JOHN 
ROSSWICK 
Conference 
orrrurnta ae 


ee Og 
. Organs 
re annie, ’ 


SIR MILES THOMAS, 
Presidant Advertising Associalion 


marlicnad thal during the Comerenge the 
westher at Brighton “ams brilliant . 


The Rb Hon 
OLIVER LYTTELTON, we 
Secretary 
oF State 
tar the 


ar : 
Lalonies 


“es 
LORD i 
MACKINTOSH 4 G.R. POPE, 
or 


Coumci 
HALIFAX, 
Vice - President > 
J Some of the 
delegates were — 
es ; forlunale CNOUGN 
H.A.OUGHTON fo hase their 


Councts 


.W. NEED} 
a —_ FRANK KELLY 


Mel, the celebrated cartoonist, was among the “Advertiser's Weekly” team at the Brighton Conference, and managed to catch 
some advertising personalities off guard. Apparently he also managed to get into another conference hall where some other 
organisation was meeting—for the seats were well filled at all Advertising Association 
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Consider your verdict 


Did You Like 
The Formula? 


Ihe Advertising Associabon 
wan to know what delegates 
hong? { the Bright Con 


May meuc of the Associ 
pournal, t ed to coincide 

“ tr ( onferenece states 
Past ( onte wes have ever 

‘ crithcmed y some adver 
ig folk on the ¢ unds that 

thee rm have been loo many 
sxtal functwns und not 
cnough work \ r xhool 
h + that the value 
f the annual Conference lies 
the social gathering of ad 
sig peop of diverse 
ests, the renewal of old 
frendships and the mutual 
schange of ideas and com 

nents 

Despite the fact that ine 
1982 Conference has already 
been criticised for offering too 


few social attractions, we be 


lieve we have found a good 
formula suited both to the 
needs of the profession and to 


the stern nature Of the econ 


climate 


rahe 

Criteinsm ands comments 
there are bound to be May 
we suggest that instead of 
leaving them in the Sussex air 


they are committed to paper 


SIR MILES THOMAS 
SUMS UP 


Closing the Conference, Sir 
Miles 1 nas said that a great 
step forward had been taken in 
he interests of the profession 


Conference in a 
phrase he would suggest ut repre 
determined attempt to 
dispiay and promote sincerity im 
ng with a helpful accent 


fo su ip the 


ss an odour of 
recession m the ai he said 
The sellers’ honeymoon ws com 
ng to an end and before long we 
pretty tough pro 
commercial held 
throughout the 


shail face some 
postions in the 


Hritish prestige 


world is now receiving a bit of an 
uplift Dont let us kid our 
selves we are the only people 
who hav roubles On my 
travels in all parts of the worid 
| hear the same moans and com 
plaints of high prices, scarcity of 
labour, and the infiltration of 


Communism 

The only thing that cheers me 
up is it abroad a 
xreal Without being 
doing quite 


thar you hear 
feal mure 


compiacent we are 


well 

At present no individual, no 
community and no nation could 
expect a high standard of living 
unless every individual was pre 
pared to give high standard of 
effort 

Sir Miles congratulated all 


who had contributed to the suc 
cess of the Conference, paying 
tribute to “its maim-spring 


special 
Sinclair Wood 


What do you think of poster site gardens? 


of the 


This ham pagne 


b H 


Susan Small dress in 


charming creations 


urper s 
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Brighton Herald phot: 
with green roses and sash was one 


Bazaar” shown in the fashion 


parade in the Winter Garden of the Hotel Metropole 


Our Opinion 


Right Pattern Has Been Found 


The Brighton Conference has 
proved a tremendous success 
Never, say the most experienced 


conference-goers, has the Adver 
tising Association organised any 
thing better 

It would be hard to find one 
among the 825 delegates who did 
not go home feeling that he had 
enjoyed and profited by a con 
ference in which exhortation, in 
struction and entertainment were 
so balanced 

At last, after years of trial and 
error, the Association has found 
the ideal organisational pattern. 
that of a streamlined programme, 


POSTER site with an attrac 
A tive garden in from of 
certainly better than a 
stuck on a dingy wa! 
h a few tins cans and betties 
sround.” Sir Miles Thoma, 
Conference at the final 
vession on Sunday 

The previous day 

Casmon had commented 


hat poster 


was 
nrete 
wil 
ying 

d the 


Sir Hugh 
lo say 
always 
respon 
S putting 
recent legislation 
To my mind, there 
excuse whatso 
hoardings in the 


sites afe not 
chosen as 
ly as they should be 
mildly as 
has unphed 

s absolutely no 
pester 


earetully of 


ever for 


every advertisement jn 


@=esiIK HUGH CASSON: 
‘Hypocrisy, the visual insult 
underlined’ 


SIR MILES THOMASa=> 
‘Better than dingy walls, tin cans 
and bottles’ 


country, where they are obtrusive 
because the cye cannot miss 
them And almost worse than 


this 1s the hoarding erected in a 
place where it should not be 
either in town or country-—and 
where those responsible try and 
salve thei black consciences by 
placing im front of i a patch of 
so-called ornamental gardening 
This is the ultumate hypocrisy 
the visual insult unlined.” 
Norman Gardner said “Lhese 
rural areas are subject to 
the Control of Advertisements 
Regulations and they will, in due 
course of time, disappear. The 


sites in 


outdoor industry as a whole 1s in 
agreement with Sir Hugh here 

fe contractors are not in favour 
of the creation of gardens be- 
cause of the cost of making and 
maintenance which is, to a con 
siderable extent, passed on to the 
advertiser.” Local authorities 
often would grant permission for 
new sites and the alteration of 
old sites only on condition that 
there were garden forecourts 

Norman Moore wondered 
whether people said: “That was 
a beautiful garden, but I do not 
remember what the poster was 
behind it.” 


devoted almost entirely to high 
level discussion of policy and 
principle. And it has wisely in 
terspersed the more serious 
sessions with one or two of a 
lighter kind at which the rank and 
file can make their voices heard 

Other factors, too, contributed 
to success The Brighton sun 
shine was one. Delegates were in 
a confident and carefree mood 
Expectation of more newsprint 
helped. So, too, did the genial! 
personality of Sir Miles Thomas 
president of the Advertising Asso 
ciation, so scintillating in the re 
flected glory of the Comet that 
“Britain can do it” might almost 
have been the Conference theme 


The eminence of the star 
speakers was a compliment to 
advertising, and was recognised 


by the prominence with which 
they were reported in the national! 


press The consistently high 
merit of the addresses, both in 
matter and manner, impressed 


every listener 

On the social side, both the 
reception by the Mayor at the 
Royal Pavilion and the Clubs’ 
luncheon helped to create and to 
cement the friendly atmosphere 
without which any conference 
would be bleak and unsatisfying 

But nothing is so good that it 
cannot be bettered. As suggested 
b: constructive critics, even more 
opportunity might be given in 
future for what one delegate 
described as “audience participa 
tion.” To this end, the number of 
addresses in each session might 
well be reduced to allow time, not 
only for questions, but for the ex 
pression of points of view on con 
troversial subjects other than 
those of the speakers 
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Who is Peterborough ? 


Thousands of Daily Telegraph readers have tried 
to find out. He remains anonymous but his style 
betrays an individual. What's he like, then? Bit 
of a wit, bit of a cynic, bit of a raconteur, bit of 
a scholar, and interested in everybody and every- 
thing, past, present and future. That's why so 
many people’s first act in the morning is to 
open out The Daily Telegraph to see what 
Peterborough has to say. 


Che Daily Telegraph 


is the paper people trust 
CC 
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Wh v I Believe 


n Advertising 


These three essays on “Why I Believe in Advertising” 
won for their writers £100 travelling bursaries in 
the Advertising Association Essay Competition. 
Headlines were not written by the essayists, but are 
reproduced from the “Advertiser's Weekly” booklet 
in which all nine prize winning essays are printed. 


I'l PROMOTES THE 


advertising is derived from the rational! 


, slisat f the essential functions it performs in promoting 
he ain fa free society 1 summarise these a8 an expanding 
conomy, heigl 1 social welfare standard ind the resolving 
by free discu f the conflicting ideological concepts which 
compete ft e right fluence the scale of values which are 
applhed ft incgnsciously, to events 

How does advertising help to promote these ends” 


History shows that an expanding economy ts necessary to the 


maintenance of a free somety, and advertising acts as one of its 


keystones by announcing the latest products of inventive genius, 


theret stimulating demand and keeping productive resources in 
fu use 
: How often it is that three links only -production, distribution 
‘ snd consumptior are cited as forming the complete chain in the 
i cCOOnNOM Process However, n me ippearance of a new pro 
: duct 4 store ensures its CONnsUMptioT Indeed, no production 
: n any quantity would be undertaken in the first place without a 
f guard of publieity 
: Advert g rs t. os the messing chain 
the smaller ws the cost per unit and thus 
th ark ree The market materialises through advertising and 
he seed of its further development hes in this initial growth, for 
his wha eas scale educes cost, widens the market 
vl int saturation point is reached 1 the demand and 
> j 
burthe ¢. the advertising of a product involves its branding 
if | es quicker MSUMPtion siMce its special Pack allows easy 
{ ; i » and its known name easy consumption, while quicker 
tu , duces interest charges on ns Branding also ensures 
qua 
! ive g us the linchpin of th conomic process without 
which | luct distribution and consumption become abstrac 
It ! * prices, raises living standards, frees purchasing 
Ww inposes and thus helps maintain full employment 


How “ uct, although a ential beneficiary, may 
Nex ‘ " sistance due oa ‘ i a roach or con 
7. r ibits ! eva ’ changing the name 

artif h ‘ ed the An in public to realise they 
“ g a i-hes ck The justification of this 

ine was ? he vf den it d tr , ‘ nu ite d 

I ‘ ! f ad sing ts the heightening of social 
welfare standards which pog yressure demands in a 


free wen 1 he { dep ‘ irgely dispelled by 
in ummunisat paign How best t ittilise our small food 
and f ‘ ces and how to prevent the spread of disease by 
oon “« < s have so hee ibjects of advertising 

In add ctly ox creial advertising performs the welfare 
fun 1} ! i and conseque ise Of toothbrushes 
soaps, shampoos, s viess detergents vuuschold cleansers and 
dainfectants hay all helped raise standards of hygiene and con 
sequentiy the nations heat! 

The battle of ideas in a free societ s also served by advertis 
ng The British method tn politics is t ason abstractly 
about the organisatio ~ wdustry a funchons of govern 


AIMS OF A FREE SOCIETY 


By B. BRICKMAN 


ment but is to thrash out their concrete problems as and when they 
arise. Thus the British public has not irremovably pre-conceived 
ideas concerning nationalisation or centralisation. In the room 
illowed for discussion advertising is playing an increasing role, 
rising im crisp epigrams the arguments for or against on 
behalf of 


summa 
political parties or non-party organisations 

It is in the above setting--being instrumental in furthering the 
sims Of a democratic society that | see advertising performing its 
most dignified role. But it must be remembered that, like Govern- 
ment, it is an instrument, and as such can be used for foul ends 
48 Well aS fair 

For me the technique of advertising must involve the presenta 
tion of a series of alternatives to the consumer. He can use this 
razor blade or one of many others; his wife can immunize their 
child or not; they both may subscribe to this view of how a par 
ticular industry js run or another 

Without this freedom of choice the object of advertising would 
not be partisan presentation but merely announcing, possibly 
peremptorily, the existence of say razor blade supplies of the sole 


Winners of the main prizes, whose essays are reprinted on 

this and subsequent pages, were B. BRICKMAN, who works 

on media research at Pritchard, Wood & Partners; W. T. 

DAGG, who is assistant to the publicity officer of Semtex 

Ltd.; and I. W. LYON, in charge of media planning at 
W.S. Crawford Ltd. 


type available. The re-organisation of a particular industry in 4 
certain way would be announced, not argued, from the hoardings 
There is no need to appeal to the consumer but only to instruct 
him. The individual becomes submerged in a monolithic, authori 


state which issues decrees to its garrison There is no longer 


sdvertis know 

Now of all this is to show that our techniques of 
advertisin the consumer conscious of his importance as the 
person who can make or break xduct by his acceptance or re 
jection of it They are part a ircel of the fabric of the free 
society Which help to confirm to the citizen his individuality, and 
by making him so conscious of it, to treasure it as one of his 
dearest possessions which he ill-relinquish 

Since they involve choice ir techniques teach the consumer 
to become a doubting Thx s, to become sceptical, wary, and not 
1 gullible swallower of panaceas neither in the form of an ordin- 
ary product, a medicinal cu nor a politico-economic formula 
Advertising as We know teaches him to think before he acts 
H “ thereby form 1 judgements born of experienced 
choosing This w ead echon of products, however well 
publicised, which do not confo to competitively set standards 

The consumer becomes the arbiter deciding what is produced 
making him influential ir sing living standards. He will also 
earn to doubt the validity of politico-economic formula and not 
to owke precipitous decisi regarding them 

Thus does advertising become a pillar of a free society 


' 
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1952 


Twat 1s wHy so many chairmen of companies, 
sales executives and others responsible for export 
development insist upon The ILLUSTRATED 
LONDON NEWS being used for their direct 
sales or institutional advertising. In many cases it 


is the ONLY publication scheduled for the purpose. 


In development of 
export markets The 
Illustrated London News 
paves the way 

for personal selling 


W. J. COWAN, ADVERTISEMENT MANAGER, INGRAM HOUSF, 195-198 STRAND, LONDON, W,C, 2, MANCIIESTER: §§ MARKET STREET 


ADVERTISER'S WEEKLY 


Scores of Britain’s exporters of motor-cars, shoes, 
electrical equipment, aircraft, cycles, chemicals and a 
hundred and one other goods and services—KNOW 
that Th ILLUSTRATED LONDON NEWS 
has greater world penetration in high and influential 
quarters than any other British publication. Wherever 
British goods can be sold The ILLUSTRATED 
LONDON NEWS can prepare the way for 
profitable business relationships. : 


Every recagnised advertising agency knows the names 
of great companies who \develop export,trade and sus 
tain it for the country’s good through an economical 
advertising investment in Th ILLUSTRATED 
LONDON NEWS. 


To any advertising or company executive we will 
gladly send a list of great concerns whose advertising 
would make uncommonly good company with yours, 
and confirm your good judgment. 


We would welcome an opportunity to tell you more about 
the creat export selling story of The ILLUSTRATED 
LONDON NEWS. 


First and greatest 
illustrated newspaper 
in the world 
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Why I Believe In Advertising—2 


y~ people unconnected with the industry see in advertising 
anything more than a means of influencing the buying habits 
ff the general pub At best it is looked upon as a convenient 
nethnod of conveying nformation concerning the commodities and 
serviees being offered Yet even a slight knowledge of the subject 
(1) that advertising 
reative ability and orginal thought, (2) 
n keeping down the cost of living, and 
4) that : me of the mainstays of a democratic press. These 
three contributions to civilised living are alone of sufficient impor 
antipathetic arguments advanced by the 


nust lead to at least three Major conclusions 
4 breeding ground for 
that it 1s @ Major factor 


tam to outweigh the 
rites of advertiaing 

Those engaged in the advertising field are aware of the enormous 
smount of creative work and origmal thought that hes behind the 
advertisement, whatever the medium selected for display. It 1s 
express a certain cynicism whenever the claim of 
We all know, how 
ver. that new ideas and fresh viewpoints constantly appear in 
Indeed, “something new, some 
thing bette night be said to be the watchword of good 
advertising 


fasmonable to 


wiginality is made in relation to advertising 


every type of advertimng medium 


New thoughts and original creations are the basis of advancement 
What then are the effects of the con 
If adver 
accomplishments must surely go far beyond 
he mere influencing of potential customers to buy. The changing 
snd improving standards are bound to exercise a corresponding 
influence upon the whole level of social thought an aesthetic 
Appreciation Although there are notable exceptions, large num 
bers of advertisers thoroughly comprehend the necessity for the 
highest standard of workmanship. The ultimate outcome, there 
fore, ws far more likely to be beneficial than detrimental to public 


taste Although advertising claims no such high purpose it can 


The Voice 
; 


in all branches of industry 
stantly umproving standards of advertising presentation” 
tisements can sell, thes 


of Kent. 


hh 


MESSENGER 


The County Paper of Kent 


MEAD OFFICE - - MAIDSTONE 


LONOON - 80 FLEET STREET 
Proprietor: H.R. Pratt Boorman 


A MAINSTAY OF THE 
DEMOCRATIC PRESS 


By W. T. DAGG 


and will as a by-product of its operations improve the cultural 
outlook of large sections of the public 

What effect does this continual emphasis upon creative work and 
original thought have upon the people employed in advertising” 
Obviously both qualities emanate from active and fertile minds, 
minds which can be used for the good of the community. No 
difficulty would arise in compiling an impressive list of persons .n 
public life whose background is the valuable and stimulating world 
of advertising. It is not unreasonable to contend that their larger 
value to the community owes much to the imaginative outlook 
engendered by the essential character of advertising work 

In modern industrial communities large-scale production is 
undoubtedly the only method of keeping at a reasonable level the 
cost of our daily requirements. It is, however, a system which 1s 
completely dependent upon the flow of production being matched 
by an equally fast and smooth flow of sales to customers. Short of 
dictatorial controls imposed by a central authority there is no 
method other than by advertising of securing sales which wil! 
justify mass production 

It is frequently argued that the cost of huge advertising cam- 
paigns must eventually be borne by the purchaser. In the main 
this is true, but it does not alter the fact that without stimulated 
sales bulk production would be impossible and without bulk pro- 
duction enormous economies in manufacturing costs (with a conse 
quent lowering in prices) would be out of the question. Further- 
more, when the cost of advertising a product is proportioned out, 
the infinitesimal amount added to each unit sold is insignificant 
by comparison with the price reduction alone made possible by 
increased sales 

The manufacturer is not merely enabled, through the good 
offices of advertising, to reduce his selling price and improve the 
quality of his goods, he 1s forced to do so by his competitors who 
are effecting economies by the same method. 

One of the primary requisites of a democratic press is that news 
should be available at a reasonable price without the provision of 
subsidies by political backers or other interested parties. Adver- 
using adequately fulfils the function of providing “untainted” 
money. Expensive newspapers and periodicals would inevitably 
have to be regarded as unnecessary luxuries by large sections of 
the public, and for the great majority of those who continued to 
purchase newspapers the present healthy practice of buying several 
in order to obtain a balanced view of affairs would have to cease 
Printed matter paid for by politicians is necessarily propaganda of 
one sort or another: subsidised newspapers and magazines would 
become propaganda sheets 

By the nature of their business most newspapers possess a par- 
ticular point of view and to this extent it can be said that they 
have a natural bias. There is, however, a vast difference between 
newspapers directly financed and controlled by politicians and 
newspapers which, whilst holding particular political opinions as a 
matter of policy yet possess the necessary financial independence 
to “step out of line” if such action is editorially regarded as desir- 
able. As things are, examples of divergence from general political 
lines may frequently be seen by the observant reader 

In passing it is worth considering the devastating effect that 
the cessation of advertising revenues would have upon the tech- 
meal, professional and trade presses, perhaps the most important 
platform for the discussion of technological progress and the dis- 
semination of new ideas. Present production costs, even when 
offset by monies earned through sale of space, make selling prices 
of this type of journal comparatively high. Remove the support 
of advertising and prices would surely rise to an extent that would 
cripple the great majority of circulations 

These are my reasons for a fundamental belief in advertising. 
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The Case of the Shrub and the Quarterly 


TULIP TREE: Shall I open? 

COUNTRYMAN : Do. 

TULIP TREE: I was alive during the Chalk Age. 
COUNTRYMAN : (Bravely) I was born in a barn in’27. 
TULIP TREE: Once only lizards admired me. Now 
millions of humans have noticed my saddle-shaped 
leaves. 

COUNTRYMAN : Once only fieldmice encouraged me. 
Now nearly 75,000 people buy me. 

TULIP TREE: I am the only one of my kind in the 
world. 

COUNTRYMAN : Same here. 

TULIP TREE: I appeal to the discriminating and am 
cultivated by the well-to-do. 

COUNTRYMAN ; Me too. 

TULIP TREE: I am deciduous. 


COUNTRYMAN : Bad luck. 

TULIP TREE: I am known as Poplar White Wood, 
Virginian Poplar, Tulip-bearing Lily Tree and 
Saddle Tree. 

COUNTRYMAN : I’ve been called Presumptuous, Unique, 
and a Phenomenon. I’m referred to (correctly) 
as a Quarterly and (understandably) as a Book. 
TULIP TREE: By any other name I smell as sweet. 


COUNTRYMAN : Under my own name my circulation 
has soared. Not so my advertising rates. 


TULIP TREE: I never advertise. 


COUNTRYMAN : Huh? What are you doing here 
then ? 


TULIP TREE: (Touchily) What are you doing here ? 
COUNTRYMAN : (Triumphantly) Advertising the adver- 
tising in THE COUNTRYMAN of course ! 


The Countryman 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘THE COUNTRYMAN’, 10 BOUVERIE STREET, EC4 TELEPHONE CENTRAL o161 
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CHECK THE MARKET 
YOU WANT TO SELL 
IN CANADA 


Advertising 

Air Conditioning 
Architecture 

Automobiles & Accessories 
Aviation 

Baking and Bakers Supplies 
Blacksmithing and Welding 
Books, Stationery 
Broadcasting 

Building, Construction & 
Materials 

Building Maintenance 
Equipment 

Business and Finance 
Carbonated Drinks and 
Brewing 

Chemistry 

China, Glass and Ceramics 
Clothing, Millinery and 
Yardage Goods 

Coal and Fuel 

Cosmetics and Perfumes 
Dentistry 

Dogs & Pets 

Education 

Electrical Equipment & 
Appliances 

Engineering 

Farm Implement Trade 
Feed 


© Industrial Management 
& Processing 

Insurance 

lronmongery & Hardware 
Jewellery 4 Optometry 
Laundry, Dry Cleaning 
Leather 

Lumbering & Woodworking 
Meats 

Medicine, Hospitals, 
Nursing etc 

Meta! Working Industry 
Milk & Milk Products 
Milling, Flour & Feed 
Mining 

Municipal 

Oil and Petroleum 
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Office Equipment 
Packaging & Shipping 
Paint & Varnish 
Paper 
Photography 
| Plastics 
Power and Power Plants 
Printing and Publishing 
Process & Fabrication 
Machinery 
) Railways 

Refrigeration 

Retailers and Wholesalers 
Fishing & Fish Storage Road Transport 
Food Processing and Canning Shipping & Marine 
(.) Frozen Foods } Sporting Goods 
(C) Fur Trade 
() Farniture and Furnishings 
0 Gas 
() Grocery Trade 
(C) Health 
OC) Heating & Plumbing 
C) Hotels and Restaurants 
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} Textiles 
Tobacco Trade 
Tourist Trade 
Toys and Games 
Uniforms 
Warehousing & Storage 
Wireless & Television 
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mposed of over | Of 

serving all sections of 

ring, finance j 
le copies and a 

1 want to reach wil! gladly 

n. “(Y request by airmail 

1 only a few days.) 


= BUSINESS NEWSPAPERS ASSOCIATION 


OF CANADA 
137 WELLINGTON STREET WEST, TORONTO, CANADA 


Cer . .rrne t s af the effices « 


the Canadian 
jluagow, Belfast 
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Why I Believe In Advertising—3 


IT TEACHES PEOPLE 
HOW TO LIVE 


By 1. W. LYON 


he 4% 4 pa adox that of all ca 
most self-conscious advertising, which thrives on 

neither tie nor inhibition! 
his first night in the dormitory 


ngs advertising appears to be the 
' resource 

ind spontaneity, which b ks 
diffident as a new boy 
Academy of Commerce 
For advertising is no “new boy” 


It is as 
at the 


Fundamentally 
it is the process of making known, of instructing Come there 
fore, and I will advertise thee what this people shall do to thy 
people in the latter days” said Balaam to Balak of Midian. But 
the process as we know now was antique even then, for ever 
since man discovered that he had something that his nerghbour 
lacked, commerce has flourished and goods have been cried and 
sold 


Just like other 


no novelty 


ancient t extant practices, advertising has 
changed its style and kept its basic traits—at least in the western 
world. No longer is it the mere huckstering of the bazaars, where 
the chapman chaffered and the merchant's “market” stood before 
his stall, agog while he orally extolled his wares. Markets to-day 
are measured in millions and great merchants must speak with 
many voices in many places. And they must use resourceful experts 
to speak for them 

Advertising, in fact, has becomes a great and complex business 
and its responsibilities are to match. It is a salutary thing that 
those who bear those responsibilities should look deep within 
themselves to make sure they do so worthily. But it is by no 
means salutary if they look with faint conviction —if they are beset 
by the feeling that their business, in other cyes, is not quite 

respectable that it has a past to live down and not up to, 
ind it is deplorable that within the ranks of advertising there 
should even be some who all but openly profess a certain shame 
in the way they earn their dai! t added, showing 
inclination to seek out any other}—who condone the witchhunter’s 
how! that the business is a “racket.” 

But this bleak fifth-column hardly gives cause for anxiety, still 
who grind thei 
in Banking, the manager who covets a more 
salubriously sited branch; in the Church, the parson who hankers 
for a larger parish 

Just as advertising has its malcontents so has it also its quacks 
It is right that they should constantly be sought out and brought 
to book, but-—-they should be regarded in their true perspective and 
not through a telescope After all, what calling lacks its rogues? 
And just how healthy would it be with none at all? Because 
abortionists exist we do not Down with Medicine”; or, when 
a bookie welshes, “Abolis! Tote.” We could never progress 
if we worked in such a way. Without the bad there can be no 
good 

Let us recognise advertising for what it is--an ancient practice, 
now a business, which in the last half-century has gained vast new 
significance. That is certa good cause for humility and intro 
spection but none at all for diffidence and shame 

There can be few who. casting around in latter schooldays for 
a career to turn to, think muc moral issues. That is a later 
process and the most personally vital of all. Weighed in the mora] 
balance, how does advertis t upon the scales” 

“The proper study of t s man,” and advertising 
perhaps than any other t knows the truth of the tag 
It seeks its inspiration in psycho it is 
outlook. It has 
battle is the mind 


y bread (without, be 


less despair Every calling has those within 


maginary arcs 


more 


ntensely humane in 
is people and its field of 


It draws its breath from t und croaks rheumily when 


Continued on page 326 
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they use it... 


..-- because it sells! 


These well-known firms first? graced the 

advertising columns of The TATLER many years ago. 
Since then their judgment has been endorsed, 

atter careful study of contemporary facts, by 

some of the most able advertising brains of the 
century. Today, as before, they use The TATLER 


and keep on using it, because it sells ! 


TATLER 


rut 


NT MAN 


OF 


AGER INGRAM HOUSE 19% STRAND, LONDON, TEMPLE BAR 
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WEEKLY NEWSPAPERS 


a 


ep J 


JISTIC ALLY, as the boxing 


a good big ‘un will 
siways beat a good little ‘un.’ 
How about financially 


The problem is much in mind 


wecklies are concerned, now 
broad acres of the 
sosition brightening, 


number of local papers will be 


the size of display advertisements 
they are prepared to carry 


of the full size page. 
Do city dwellers prefer smaller 


Sa 


Wood Green Observer 


everyone expected 


is thus posed in a lead 


that go on all round them 
Most people in London 


Place to eat and sleep in 


district in which they live is very 


much concerned with be 


Brighter Newsprint 


By WILTON EVAN 


And, what is 
play ther part 
in making suburbanites as keen 
on the wo borough as ther 
country mins) afte) «6onfithe 
market town 


sted 


ing inte 


more hey must 


CERTAIN SUBJECTS afc 
ing almost tradjtional for 
sing tic-ups im the 


becom 
adver 
Weceklics 


They are “naturals,” and, as the 
years ¢£ by, them preparation 
follows itine 

All the more credit then, to the 


Motherwell Times for 
ing sport as a 
merits the 
lisement 


introduc 
which 
attention of the adver 
manage! 


subject 


When Motherwel| Footbal! 
Club won the Scottish Cup, the 
paper published a_ four-page 
victory souvenir giving & pik 


torial record of the match and 
the rapturous reception 


the winning team The 


accorded 
support 


of local advertisers was outstand 
ing. Truc, some, in their zest to 
tie-in with the spirit of victory 
shot over the bar A furniture 
dealer invited readers “after the 
excitements and exertions of the 
day t nake their goal a com 
fortaDle and well furnished 
house Others were the soul of 
simplicity Motherwell—-a win 

Maclachlans——a win 


ning team 
ning beer” was one 

The supplement 
pared and canvassed at top 
speed. was the last word in 
topicality 


slogan 
evidently pre 


. . * 


When the 


day 


with hecomes the 


These pages point the way 


4nd the day becomes per 
fee { on 

Tuts WAS) THE introductory 
phrase for a 4page wedding 
supplen tin the Herts Pictorial 
noteworthy for the way it 
followed through on the nuptia 
theme rather than concentrating 
on the wedding day itself 

The fi page was “Prelude to 
» Wedding” with advertisements 
for hairdresser, dress shop and 
footwea The centre spread en 
titled “To Complete the Happy 
Occasion” had the usual selec 
hon of idvertisements for 
services of use On the actual 
day. and the editorial was a 
brief guide to wedding etiquette 

\ 


Final! 


the last page under 
the heading 


‘Setting Up Home,” 
advertising support ranged from 
furnist fishmonger, with the 
grocer, dairyman, coalman and 


cently 


Chronicle 


Prospects 


Pose Page-Sise Problem 


nsurance man strongly repre: 
sented 
a7 . * 
IN THe NORTH and the Mid 
lands television continues to 


hold public interest, and weeklies, 
: industrial areas especially, find 
no difficulty in securing compo 
site pages on this topic Two of 
the most compelling noted re 
were those of the Black 
burn Times and the Staffords/ure 
The latter's editorial 


support was factual and hard 
selling and discussed how the 
budget would effect production 
and distribution of television 


In the Blackburn Times a more 


technical treatment was given 
ind prospective customers were 
prompted on questions of style 


size and price, so they would not 
feel like innocents abroad” 


when they went buying. 


THIS LIVELY COVER Opens up a 
promotion folder for the Hinch 


ley Times and Guardian 
there anything stodgy about the 
data inside 

The Times and Guardian 
readers are told, after 63 years 
as the only newspaper published 
in South West Leicestershire. is 
in the happy position of havin 
seen its home area become a hub 
of the hosiery industry in Great 
Britain 

Hinckley 


rm 


and hosiery have 
grown together in a really big 
way, it is stated, forming a centre 
second to none in silk, rayon and 
nylon production, swelling the 


Nor 1s 
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export quota and providing pros 


perity for a growing populace 
working to capacity im surround 
ng factornes In addition, the 
long-established boot and shoe 
industry for which the district is 
famous, put Hinckicy and its 
usy surrounding industrial 


towns right “on the map” for the 


NORTH BERKSHIRE FARMING NEWS 


This vigorous wood-cut is the 
title block with which the “North 
Berks Herald introduces its 
popular farming section. Other 
weeklies in agricultural areas 
might well consider similar 
means of brightening _ their 


columns 


earnest attention of the national 
advertiser. Quarrying and agri 
culture also form important areas 
ot curculation cover 

With an ABA figure of 
12.325 weekly, the paper's news 
coverage 1s planned to ensure 4 
full family readership 

These arguments 
thus simply, will be 
effective if not more so—than 
weighty promotion shots which 
are apt to stun the recipient with 
Statistics 


¥ » * 


presented 
equally 


ORGANISED ADVERTISING ts now 
well aware of the conference 
facilities Brighton can offer. Like 
many other leading weeklies, the 
Brighton and Hove Herald nor- 
mally excels itself on such 
occasions. Never more so than 
during the 27th annual Confer 
ence of Rotary International 
when Brighton was the venue for 
over 4,000 Rotarians and 2,000 
members of the Inner Wheel, the 
women's counterpart to the 
Rotary movement 

Conference news was fully re- 
ported and on the opening day a 
full page preview of the Confer- 
ence had a large Rotary symbol 
over-printed in blue. This effec- 
tive example of printing enter 
prise is an idea capable of 
adaptation over a wide field 


* * . 


WITH WEEKLY net sales exceed- 


ing 8.40, the Radcliffe Times 
now in its S3rd year, has 
switched to front page news 


make-up. In this case the re- 
modelling was a simple transpo- 
sition, and the display announce- 
ments which formerly graced the 
front now occupy the back page 
“Graced” 1s apposite, for these 
advertisements have a chaste and 
dignified appearance, with judi- 
cious use of type 

The news is presented in popu- 
lar daily style, and, with a re- 
styled tithe block, the paper has 
: compelling appearance. Three 
semi-solus positions on the front 
page should be in brisk demand 
—and three are just enough. 
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HIELDS 


for 
Shipping 


TYNESIDE is one of the areas where local 
‘Patriotism’ survives strongly to this day. The people 
living and earning good money in this group of highly 
industrialised and closely knit towns, naturally read 
the newspapers which give them the home news they 
want : the SHIELDS GAZETTE, THE SHIELDS EVENING NEWS, 
the NORTHUMBERLAND GAZETTE and the BLYTH NEWS 


ASHINGTON POST. When you advertise in the columns 


of these long-established and trusted newspapers, 


the thrifty 
jor well spent 


We 


COVERS THE PROVINCES 


Leeds Office 
IL ALBION PLACE - LEEDS I TEL: LEEDS 24998 


ADVERTISER'S WEEKLY 


you are speaking to the workers of this prosperous 
district as man to man: you are placing your advert- 
isement where it will have the strongest effect. 

In thriving provincial regions up and down the 
country, you will find the 36 Westminster Press 
newspapers in intimate contact with the people. It 
costs comparatively little to advertise in the ‘Thrifty 
Thirty-Six’ and it is the surest way to influence a big 
potential market in favour of your pPoduct. 


-SiX 


appropriations 


_) All the Thrifty Thirty-Six are members of the A.BA 


“ERNEST LUMSDON: London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET 


LONDON EC4 TEL: CENTRAL 3265 


Manchester Office 
MIDLAND BANK HOUSE 26 ChOss STREET MANCHESTER 2 TEL BACKPRIARS 9950 
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COMMERCIAL FILMS 


ADVERTISERS WREALY 


A! last, and not a moment 
too soon, a documentary 
film has been made, which re- 
turns to first principles. In 
the welter of machine-lascina 
tion, product pushing, and the 
strictly educational, the docu 
mentary hiilm has just about 
lost sight of the man behind 
the machine, behind the im 
vention of the machine, behind 


the birth of an industry 

Chur rage) | oof industrial 
sincestors, a meher repository of 
historical material than possessed 
by any her country, is almost 
untapped as a source of film 
material. Occasionally, with the 
same air of embarrassment as 
when ao adult is attacked by 
hiccups sponsored films have 
included the odd short of a 
ufly portrait of the founder of 
s firm and then hurried on with 
in audible cough of apology 
One is left wondenng why in 


s” touchy about 


when 


dustrialists are 


“ forefathers the rela 
othe 


tives of public men in 
or 


are fl ever digging up private 

espondence (by no means 
slways flattering) for the benefit 
{ biographers and public en 
¥ etnen 

I his over sensitivily im = 6om@y 
opinion, weaken the mantic 
family story behind the birth of 


he margarine industry in A Story 
of Achievement, mos! 


abiy 


ftuced by World Wide Pi 
for Unilever Ltd. Margarine, as 
we know it today passed 
igh several landmarks It's 
eal Destory ‘ wheg there Was 
t 1s demand |! butte n 
H und, that tw ading butter 
hants could mger salisty 


short perk d, both te 
and the vals e V 
Herabs, we { j ng m 
ine and selling 


Jurgens 
den 


itka 
to Britain. Bu 


sartroe as 


snomal fat became as 
butter fat had been, and a serious 
situathon was 


saved by the deve 
in 


opment of eirig mon 


America, which enabled the two 
merchants to harvest 1 4 and 
rch im catiec Prive using 
threatened the future of the 


industry again to be 
hydrogenation, a pro 
turning liquid ols inte 
Finally Na 


nargarine 
solved by 
cess for 

sohd fat 
was vilaminised 


garing 


Material For Sponsored Documentaries 


The Unilever organisation has started out on a programme of 

documentaries to tell staff about the member firms of the group. 

In his review of current productions PAUL NUGAT writes about 

two of these films. The first, the history of Van den Bergh & 

Jurgens, the Dutch margarine firm, he recommends as a good 
example of documentary technique. 


These are the bare bones of 

A Si y of <cvement i 
him intended primarily for Uni 
ever staffls a over the world 
Only the tle suggests that it is 
in internal relations film. A non 
Unilever audience might well be 
heard saying at the end of the 
perforn that this story is 
an achievement ht would not 
expect to be told so in the title 

Thi five minutes is insuffi 
cient t span history from the 


Bergh & Jurger 
modern fac 
process 
travel 
Anead 

"uckaged 
for weighs 


(right) 


R605 < presem, when the 
events are so momentous Yet 
this f nakes an impact and 
sh d send othe concerns 
curry their archives to find 
out ’ grandfather and great 
grandf ean it 
. . > 

UU NILEVER’S second effort in 

held is less successfu 
Ww ‘ Lever, first Lord Leve 
sott 4 { ule { Ne Px 


ject of a biographical film made 
by Editorial Film Productiwns 
and enutied Portrait of A Young 
lan. 


With such dynamic materia 
ss or personality of Ww uy 
Lever, it would be in possible t 
nake a dul film On the othe 
hand, is it possible (eve with 
the blessed advantage of some 
vid film reels) to re-create pu 
sating life by showing the 
hghts of his varied interests? 


2auen* 
4 


Sho 


Industrial History Is Untapped Source Of 


Does, one must ask oneself, a man 
uc to character emerge from 
such legacies? Above a will 
the staff who never knew Lord 
Leverhulme in person, leave such 
t spectacle very much the wiser 


about their founder’ | think not 
though I would supplement this 
“umion Dy stating that the pro 
have constructed as fine 
such 
Deal 


f 

ducers 

1 mosaic of a fe as 

nateria minus the neart 
ows 


* * * 
4)XPANDITE LTD. have a 


4 very good prestige advertis 
ing film on their hands. Indus 
ia! Colour Films have put 
Seelastik through its This 
spray-gun operated “filler” for 
and crevices w seer) 
xe the answer to the foreigner’s 
familiar imputation, that Britain's 
and buildings are 
draughty At least the 
the film gives and is 
give Apart from the 
flake and non - crumble 
virtues the manufacturer ¢ 
it, the virtues of simple mani 
ion and application, speed 
labour saving, are visually 
self-evident throughout the run 
ning time of 17 minutes 


Cracks 


houses 
(mis is 
impression 
meant to 

non 


aims 


* * > 


YNGINEERING students will 
4 have nothing but praise for 
Machining of Metals, « scholarly 


account and visual survey of the 
principles and methods by which 
machining efficiency has attained 


They 
operator will 


its present standards 
every cutting tool 


be far wiser about a whole range 
of machining operations, rates of 
and a 


feed, and depths of cut 
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Presburys Manual of Military Lore 


Chapter | 


ountin 


| 
| 


for FILMS choose..... 


omplete production and distribution service for all 


types of advertising films, filmlets 
(colour or monochrome) and slides 
at costs consistent with present day 
needs Ask for details 


S. PRESBURY & CO. LTD. P le co7VCE” 
Gloucester House, 19 Charing a 
Cross Road, London, W.C.2 7 

Telephone: WHitehall 360! 


THE ASSOCIATION or SPECIALISED FiumM PRODUCERS 
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previou casons il kdi 
wt on tang Frum Kastor 
pcomes slight 


.. Writes... 


Paul Nugat's Film Reviews—Continued 


mocasior 


sway pty-handed rye lith edition ! ingot N average of 1800 people a 


’ the nsolation Pictorial, the cine-«magazine day attended the }-hour film 
Mountain Rally, a fine + , Richard Thomas & Baldwin shows put on by the National! 
kode ‘ oughout t has a measured stride Savings Committee tn a specially 
' fc and Technica! Films  crected marquee cinema in Tra 
¢ finding plenty of the falgar Square, London, during 

to balance the Lend Strength to Britain. 
1918 The marquee was sound 
. - to proofed and had a capacity of 
desianed | emises 120 Fourteen programmes a 
aby SIMPI ihe d ir ‘ spewed day were shown, selected from 
nd St | { ; ' piece verbal ¢ ‘ : ‘ { previo edition Army Navy RAT Ciwil 
An tIatroduction to the Defence and Savings films 

Pagine, thi seveloy = ae” . ° * * 
of heat engines f e ca : , * J During last six months the 
tunes he ‘ ' , Polvtechn fourmng Association 
at ancl ome : v4 . ha given S10 shows of its own 
films to audiences averaging 100 

* * * 

. 

The firm of Durrant’s Press Cut 
e ® tings +s featured in a film now 
LUMINIUM and saws rt F being made by Butcher's Film 
i protected | o ’ , y . z “ Service. The film “Here To-day 
an” dhaliead e power ot Gone To-morrow” shews how 


soetvienc amp h sis extracts from local papers reach 
lo Argonarc Process of Welding, of , by means of the agency, royalty, 
lndustr ( ’ d . cabinet ministers government 
m behalf of . sh Oxygen > departments, nationalised indus 
Ltd. both yroble . tries, business houses, film com 
rived and t nan me * panies and stars—in fact, almost 

everyone im the public eye 

* * * 


A survey of the use of visual 
aids for education purposes pub 
; ? : lished by H.M. Stationery Office 
Cg et : describes experiences in the pro 
duction and use of film strips in 
machining of metal shows some the tools used 16 under-developed countries 


ERE is the ideal setting for your 

Screen Advertising: a regular cinema 
screen feature enjoying popular acceptance. 
“SIGNS OF THE TIMES’ presents all the 
attention-gripping interest of a NEWS- 
REEL. The advertiser's ‘solus position’ is 
preceded and followed by News, Humour, 
Sport and Travel stories, and this back- 
ground of sustained interest ensures the 
undivided attention of an audience of 
millions in highly receptive mood. 


PRODUCED THROUGHOUT IN TECHNICOLOR 


Produced and Distributed by 


WALLACE PRODUCTIONS LTD 


Wallace Centre, 8 Berwick St., London, W.I 
Tel: GERRARD 2639 


A member of the Screen Advertising Group of the Association of Speciolised Film Producers 
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ADVERTISER'S WRERKLY 


CREATION BY ANGRAVE 


AGm 


Many leading Advertisers are using GENSIGN 
wk sites to put their name " eye-catching” 


seen by thousands of travellers each day 


May 1%, 1952 


7 = 
ITY s | 
FINE ine Qoeen Trad 


ENAMELLED 
SIGNS 


A few selected sites on Stations of the Midland 
at f w available at mocerate rates 
| 
steno ome uinkland 


GENERAL SIGNAL & TIME SYSTEMS LTD. 


7} GREAT PETER STREET, LONDON, S.W.! 


Telephone ABBey $588 (? a bh Ewchange 


* Installed ot Broad Street Station 


"C22 


GORDON’S PUBLICITY LIMITED 


HMPERIAL BUILDINGS, OXFORD ROAD, MANCHESTER 1 
TELEPHONE CENTRAL e978 


GRAFTON) WORKS LONDON 
N.W.5 


MEMORY TEST 


Do you recognise what products these 
slogans represent’ 


is good for you please! Ah! 
That's that was. Night Starvation. You 
can still go shopping with a penny 


Yes, Poster Advertising has made them easy 
for you to remember. There are hundreds 
of others but then there are also hundreds 
of other products that have not yet applied 
the power of Posters and could usefully do 


so 


Sheldons know there is no better form of 
publicity for getting a product known 
Their 112 years’ experience can be a great 
help to you in planning either a National 
or area campaign 


Sheldons It¢ 


Established 1840 
SHELDON HOUSE, QUEEN ST., LEEDS, 1. 
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OUTDOOR ADVERTISING 


ADVERTISER'S WEPKLY 


Smaller Advertisers Can Compete Against 


‘Giants’ With Flexibility and Consistency 


Joint Managing Director, F. John Ree Lady Di 


MPROVING service, higher 

standards and consequent 
increased interest has brought 
many new advertisers to out- 
door advertising. The big 
household names are still there, 
but new names constantly 
appear. Many become perma- 
nent, and sometimes they bring 
fresh interpretations and tech- 
niques with their arrival. There 
1s a wide field between the large 
national and the local outdoor 
advertisers, and it 1s here that 
some of the most flexible 
development is taking place 
to-day 

A medium-sized outdoor appro 
priation is anything from £5,000 


Topicality calls for flexibility 

this Olympic Ale poster is one of 

the first to tie in with the forth- 
coming Helsinki games 


to £25,000 a year, according to 
the job to be done and the area 
to be covered. An appropriation 
of £25,000 would be quite heavy 
if the campaign were purely 
London or regional, or in certain 
specialised categories (sparking 
plugs using only bus rears, for 


By GRAHAM ROE, 


. Ree Outd 


With ingenuity and a flexible 


Advertising Lad. 


long-term policy an advertiser 


can make considerable impression with outdoor advertising, even 
though his appropriation may be quite swall. The author 
outlines methods he has adopted for medium-sized accounts 
and gives useful pointers on how money can be made to work 


harder. 


“ A successful campaign,” he warns, “ cannot be built 


over the telephone.” 


example) Generally speaking, 
however, a medium-sized out- 
door advertiser sells a consumer 
product and has nationa! aspira- 
tions if not complete national 
coverage, his campaign is being 
developed parallel to his distri 
bution 

The type of campaign that 
starts in a small way and builds 
up town by town, or area by 
area, using the best available 
media, is the most interesting and 
rewarding work in this field, be- 
cause, inevitably, one is up 
against large riva) campaigns and 
the money available really has to 
work 

First essential for the success 
ful operation of such a campaign 
is that the advertising agent enjoys 
the enthusiastic confidence of the 
client. A policy has to be worked 
out and adhered to over severa 
years, and the agent must build 
up a team of representatives who 
can implement this policy in any 
part of the country. It is essential! 
that we should have detailed 
knowledge of all forms of out 
door advertising in al! areas. A 
successful campaign cannot be 
built over the telephone, Central 
planning and the efforts of the 
man in the field must be com- 
pletely integrated. 

The basic principles vf outdoor 
advertising naturally apply to all 
campaigns, but with a medium 
appropriation they apply just 
that much more, because it is 
technique versus weight 

Desigr, and colour scheme pre 
sent less problems than a large 
national advertiser's because the 
appeal has tk be direct and to 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 


the point. Changes of copy are 
fewer, as continuity is maintained 
by repetition over a_ longer 
period 

Shop window and point of sale 
display are also part of the out 
door advertising picture and it 
should be the agent's job to co- 
ordinate all the various sides of 
the scheme, arranging and check 
ing window pelmet fixing and 
seeing that the client's represen- 
tatives are well supplied with 
attractive display material 

Contractors welcome new ad 


\ 
vy 


Impact of this site has been 


fheure 


considerably 
Rental, meanwhile, did not go up 


vertusers and usually give them a 
fair show, It is naturally essen- 
tis! for the agent to nurse his 
growing campaigns carefully and, 
by close contact, secure from the 
contractors all the news of avail- 
ability and of new sites 

By careful buying he can se 
cure bargains for his client which 
enables his money to go further 
By tactful and constant requests 
the agent can improve a display : 
by probably 30 per cent without 
spending more money 7 

Careful and successful buying 
of sites takes time however, and 
it would be fair to say that a7 
good campaign improves with © 
age and wil! take two or more? 
years to build It is because of 7 
this maturing that the client must 7 
have faith in the policy, and in} 
the agent who often has to make 
quick decisions on the spot to? 
secure a good buy , 

Some medium-sized advertisers | 


QUICKS 
for “Bras 


CU 8 ph ANEAD 


relic! 
way in which 


enhanced by the 
This is ome 


the smaller advertiser can make his sites work harder 


TEMPLE BAR 2468 


FOR ENTERPRISE 


ORIGINALITY & EFFICIENT 


SERVICE 


Generel Manager) G L McLELLAN 
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ADVERTISER'S WEEKLY 


With an extensive coverage 


of prosperous industrial and 
agricultural areas of Beds 
Herts and Bucks, the Home 


Counties Newspapers Group 


of eleven individual local 


newspapers is an obvious 


choice of the astute adver 


tiser who seeks coverage, 
a) service and value 


1 HOME COUNTIES 
| THEWSPAPERS GROUP 
45 /- = 


WILL KITCHEN, jr. LTD. 
| 13! Fleet Sereet, C4 Central 1960 


- om 
IncH 


Head Office | UTOM Phone 5050 
Advertisement Manager Claude W Gilder 


Weve MANY 
“peauTies” 
i” 


LANCASHIRE 


we ibeAs poster cowarr 


TER ADVERTISING 
Poe RSSOCIATION 


: MANCHESTER BILLPOSTING CO.L”? 


29 BOOTIE STREET 


‘ 


DEANSGATE 


The ** Newer Look"’ for 
your Posters in 


N. & N.W. London 


PADDINGTON O86 * 


HENDON BILLPOSTING COMPANY 
37 SPRING STREET, W 2? 


MANEHESTER 2 


~ 
Seeing the Sites? 


316 
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Smaller Outdoor Advertisers Can Compete Against 


“Ciants”—Continued 


consider that they are best served 


by sticking to one type of 
medium, ic. 16-sheet posters or 
bus sides. After a certain appro 
priation, a general consumer line 
will get best value by using a 
variety of media—some towns 
are bad billposting towns but 
have good bus fleets, while the 


arge solus site in the centre of 

the town can be very effective 
Should the sizes of posters be 

varied? 


Most smaller accounts 
cannot run to the expense of 
several print sizes, but great 


strides have taken place in silk 
sreen printing since the war, and 
many good examples of silk- 
screened 48-sheet posters in as 
many as sixteen colours are to 
be seen in the provinces. This 
process is cconomic on short runs 
so that it is possible to have a 
itho run of 16-sheet posters for 
the main campaign and to create 


nierest at strategic points by 
selecting solus 48-sheet sites which 
can bear silk-screen posters. There 
ure «also reliable” = sign-writing 
services in most areas a high 


standard of display can thus be 
maintained throughout the 
country. 


Breaking Down 
Individual Markets 


Fortunately most clients’ mar 
kets can be broken down into 
appropriate outlets, ie. gity 
centre, good class residentia 
main roads, working class 
seaside resorts, etc. It is possible 
therefore in many instances to 
appear strong on quite a modest 
sum if the marketing plans of 
the chent can be reasonably 
sccurately defined. On the other 
hand, a general appeal with a 
imited amount of money would 
mean a policy that would perhaps 
embrace only major towns or 
conurbations or extremely selec 
tive buying using only busy 
streets The conscientious and 


areas 


thorough inspector is naturally 
a key man in this operation. 
The agent can play a very im- 
portant role in lifting an average 
campaign into a noticeable one. 
By good contact with the con- 
tractor, site mmprovement can 
often be suggested by special 
treatment to the surround, by 
the amalgamation of several 
dinary sites into one special 
position, or by display treatment 


to the appeal itself which en- 
hances the advertising value 
without raising the rental The 
contractors generally welcome 


this form of co-operation so long 


as the suggestions are construc- 
tive 


Special Problems 
Of Seasonal Schemes 


On seasonal campaigns 
rmaturally much of this spade 
work cannot be undertaken. To 
obtain the best results on short 
runs it is essential to have exist 
ing good liaison with the con 
tractors to obtain the best avail- 
able sites and to make this selec- 
tion well in advance of the 
scheme. If a framework of really 
good sites can be maintained 
permanently to be augmented 
seasonally, so much the better. 

London, as always, presents a 
story of its own. Activity is 
highly competitive here, and a 
start has to be attempted in 
rather a bolder style. However. 
there is such a great variety of 
flexible media available that, 
caving out the City and West 
End with their special sites, the 
same policies can be adopted for 


the area, though in relation to 
the size of the market. 
With the facilities available 


to-day, the medium-size adver- 
tiser can on a modified scale com- 
pete successfully with the large 
established names, and with a 
progressive policy can soon join 
their ranks. 


a 


This double-crown poster for Dettol 


4/frican and similar overseas ma 
Ltd. lt has been printed litho, i» 
of Middleshroueh 4eents are 


j 


is now heing displayed in selected 


rhets for Reckitt & Colman (Overseas) 


colours by Jordison & Co., Lid., 
Export Advertising Service Lid 
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At ¢ Your Service 


— , 
ORGa Nisa . 


nc TORIES AND A . COMPREHENSIVE MANUFAcy 


BATTERIES OF MACHINES 


Available for the rapid production of your 


SALES AIDS 


in Card, Timber or Hardboard 


<Tog 
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BRITAIN’S LEADING MECHANISED SCREEN PRINTERS 
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Stuart Lewis Looks At Posters, and Discusses 
THE SEEN AND 
THE HALF SEEN 


Repetition is one of the basic principles of 
advertising. But there must come a time 
when effectiveness drops. * I often wonder.” 
writes Stuart Lewis, “what is the mass 
impact of some of the old sweats of the 
hoardings. Do they work as hard as they 
did 15 years ago?” 


N AN AGE when it is rapidly blue background 
becoming possib gauge create a most appropriate sense 
the impact of every advert ent f speed and urgency 


by strictly 


si COoMmDine to 


* * . 
perils of a { 


tabulated react ¢ almost | OFTEN WONDER what is the 

nass impact of some of the old 

sweats of the hoardings, posters 

which retain for years and even 

garded as pero botet decades the same style of 

40,UUU Of these display UNITS Were produced by automatic the author of that unpardonab| illustration and design Take 
screen process printing, with ten variations of copy-matter —, ' , . for instance. the Ovaitine milk 
and colour. Carrying dummy cartons they fold completely th tse sobering thought maids—smiling and demure, un 
flat for packing n mind t out to judge ageing and for all one knows, 


| objectively as possib the ! eternal. Do they work as hard 

4 Another job well done by eee pact of this month's posters for the product now as they did 
Among the newcorme f v fifteen years ago’ Are they 

décor A DV iJ R T | S| N G particular struck me bruta awaiting new gencrations who 
forcefu It has no picture ) will view them with fresh, un 

46 BROADMEAD BRISTOL | ” TELEPHONE 26817-20460 rm of design nor striking Dien jaded eves’ Or ife they such 
of lour. It merely consists of old servants of the firm that no 


words in huge, bold sans one has the heart to sack them? 
ettering Change to the Daily To me, at least, posters like 


Mail to-day.” these become progressively less 


This is a poster which simply noticeable, and for that matter 
AD V ER I ISING GIF I S cannot be missed and which can less visible As the years ro! 
be read from a quite astonist ng by they tend to assume, like wild 


distance By sheer weight of ife, a sort of camouflage or pro 
We offer a wide range of advertisi novelties and - + 


lettering and a stark simplicit tective colouring. lt came as 
goodwill gitts which can be nie oy with your name that 


a 
reminds one of electior pleasant shock, therefore, to see 
trade mark providing excellent publicity osters and pre-wa onter s totally different, almost revolu 
Please send at once for our 1952 illustrated catalogue md a ee! Ls agg ph = meeps Ba — cog M. fa pa 
and price list covering over 150 items. Another new poster (fram whirling. with the slogan “Ova! 
same stable) gains attention | tine for He alth and Vitality.” 
nore conventional means « Quite a lively effort, which de 
Evening News job relies on serves attention and will get it 
isc )6Of)6«6arresting «design an It would be refreshing indeed 
ylour The wording “8 editions f not only Ovaltine but the 

ly” which leans to the left, the cigarette people, the distillers and 
ldvertising G ynature “Evening News,” t! other members of the Old Guard 
three formalised yellow ns broke loose with posters above 


106 BACKFIELDS, MOORHEAD, SHEFFIELD 1 streaking across the dark-to-light the-average in interest, design, 


I s ‘ 5 Cera CrirrTs SHPPPISLD 


60 Mac. auawe 
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A FIRST QUALITY PRODUCTION WITH 


EDITORIAL AND WEWS TO MATCH 
EMMOTT & CO. LTD. KING STREET WEST MANCHESTER } 
‘LONDON OFFICE: 21, BEDFORD STREET W.C. 2 ; 
lesign gives this p ’ widerahle impact power The 
the lettering create wst appropriate sense of speed 
and 
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Every retail shop in Great Britain is covered by the C.D.0. window dressing 
service. National advertisers desirous of promoting sales through retailers are 
offered the unique servicing facilities of this organisation for the delivery and 


personal installation of displays in their customers’ windows. 


enquiries :— 
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A. 


dealer service 


281-3 GOSWELL ROAD 
LONDON E.C1. 
TERMINLS 1077 


predyction 


30 UNBRIDGE ROAD 
LONDON W.12. 
SHEPHERDS BUSH 1281 
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ee 


Facts... 


No. 3 


AVERAGE NET SALES 


(A.B.C, JULY-DEC. 1951) 


COPIES PER WEEK 


Nearly 1.000 (48:1) of these copies go to 
National and Regional Advertisers. 


Over 1.700 (215°) to Advertising Agents. 


This total of 69°6°.. means that 
-— 


4 copies out of every 10 
are sold to actual BUYERS of 


Space, Service or Materials. 


Advertiser's 
Weekly 


The only journal devoted entirely to advertising 


ise PLEPT STREET, LONDON. BEcia 
Telephoee Ci Agcery 8844 (1° times) 


Poster That 


OVALTINE 


fOR HEALTH 4 VAALITY 


“Quite a lively effort, which 
deserves a@tention and will get 
uw It would be refreshing if 
other members of the Old Guard 
broke loose 
ind therefore, impact. At first it 
might be rather like catching 
one’s elderly maiden aunt at the 
local dance hall, but we would 


soon get used to the change of 
character Now, when selling 
becomes @ tougher problem every 


month, is the time to make the 
change Will someone have a 
go” 
* . . 
THe SANPIC POSTER attempts 


what is often regarded as impos 
sible: to tell an advertising story 
almost as fully and effectively as 
1 press advertisement could tell 
it And the attempt succeeds 
The designer has contrived to in 
large bottle, a house, a 
the triple-action ‘disin 

and three: product 


clude a 
slogan ( 
fectant”) 


claims; and the result is by no 
means messy or confused It 
would be easy, of course, to 


criticise the design in detail—tor 
instance the curious, rather in 
definite shape of the three 
clouds. but that would be un 
necessarily carping. Here is a 
that does a difficult job 
considerable — skill Let's 
it at that 

. * . 


poster 
with 
leave 


rie EARLY days of adver 
theatre programmes have 
given “credits” to the firms who 
provide the clothes and pri 
ind certainly this discreet pub 
city has helped to build prestige 
many famous names. Most 
theatregoers, if asked the fami 


SInct 
tising 


al 
ps 


for 


liar context of “Cigarettes by 
Abdulla Ladies’ Shoes by 
Rayne.” would answer promptly 


and correctly 
To-day, in 
there is a growing 


the film world 
tendency to 


Tells A Full 
Advertising Story 


Continued from page 318 


closer “natural” tic 
between products and pro 
ductions, and the latest stunt is 
to advertise a film and a product 
and the same poster 
double act by the 
Guinnesses (actor and stout) is 
significant and will, | guess, be 
followed by several others 
Already there has been a rumpus 
in Rome over a poster which 
simultaneously featured “The 
Great and Coca-Cola 
and as result of patriotic protest 
the poster was withdrawn 

In this kind of advertising, of 
course, a high level of good taste 


create even 


ups 


m one 


recent 


aruso”™ 


4n attempt at what is often 
regarded as impossible: to tell an 
udvertising story fully and 
eflectively on a poster 
must be maintained, for any 
lapse into vulgarity can prove 
costly or ridiculous or both 


There is, however, another equal 
ly important consideration Is 
t possible to advertise two 
widely dissimilar products simul 
taneously and do full justice to 
the claims of either’ I think not 
If a film is any good jt should be 
allowed to speak for itself, and 
so should any other product. A 
poster that speaks loudly with 
two voices can only produce one 
desire in the public mind: that 
one of the voices should shut up 

Incidentally, just to show that 
good ideas are not the strict per- 
rogative of professional advertis 
ing people, | must record what I 
saw the other day in North Lon 
don. On a blank cemented wal! 
idjacent to an Odeon Cinema 
and in five-foot whitewashed 
lettering as used for political 
slogans—was the title of the 
current film. “Viva Zapata”! Full 
marks to the manager or who 
ever was responsible for it 
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VERETTS- 


A GOOD 
AGENCY 
BY ALL 


ACCOUNTS 


Accurist Watches 

Bob Martin Products 
Boots Pure Drug Co. Ltd 
(National & Medical) 
Browns of Chester Ltd 
Cable Makers Association 
Chubb Safes & Locks 
Ciro Pearls 

Civil Defence (C.O.L) 
Dorville Suits & Dresses 


Duresco Paints 

The Economist 

Ferranti Radio & Television 
General Services (London) Lid 
John G. Hardy Ltd. 

(Tweeds & Worsteds) 

liford Films 

Imperial Chemical Industries Ltd 
(Metals & Fertilisers) 

Kardomah Coffees & Teas 


Lilley & Skinner Shoes 

Li-Lo (P. B. Cow Ltd.) 
Maldano (Gale Lister & Co. Ltd.) 
Mann's Beers 

Martins Cigarettes 

National Institute for the Blind 
Newmark Watches 

Revelation Suitcases 

Robrex (J. & J. Colman) 
Rothman Cigarettes 


EVERETTS ADVERTISING LIMITED - 10 HERTFORD STREET LONDON 


George Rowney & Co. Led 
Sundour Fabrics 

The British Drug Houses Lid 
Viyella’, ‘Dayella’ 

(William Hollins & Co. Ltd.) 
Vono Ltd 

Whitaker's Almanack 
Youthlines (W. B. Corsets) 
Zinc Development Association 
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OU TDOOR ADVERTISING NOTES rua tor five years, and the LIU.UKK) 
budget w intended to cove 
artists’ fees, rent for the gable 
walls, painting from the working 
drawings of the artists, and main 


HOW U.S. POSTER INDUSTRY USES P.R. ©" 


. . * 


NE of the chents of Outdoor 

bashes outdoor advertising » Church” effort—is that ( Publicit . Lt : Ind c ae 
cily < s OoF 

Lt 


industry m America, like site oO . should offer sites 6s tior . ding & 4 d. of Double 
iy Diamond fame. So when various 

areca representatives of the agency 
4 morning 

they later 

rion where H. M 


‘ ealth cy *binson, Ind Coope advertising 


Lsopy 


that in Britain ms much S m re projects 
hn i r te 
maligned by uninformed . directed a 
fheials and describes 
criti]es among the lay public 
ind among politicians Iheu for mass informa 
attempts to overcome preju ng as examples, how Milk 
' are Te o hel pe recruit n 
dice are interesting, therefore, ’ ped in recruiting and ave a free han r te manager, entertained them to 
and might give useful poimters savings drives during the war rf > 
} flet WF our inch and showed them over the 
A new pul relations cam The leaflets tell how outdoo ‘ n's giam bottling plant 
pag hed by the Outck adve ; et 


re 


x munportance of 


rising benefits every ordin 
Adv tising Association of ary family There are twelve dif 
feremt < gns—-one fo each 
month 


1 recent 

he cam 

nereate public aware This print matter is only, of 
f outdoor adver course, [ sis of the campaig 

scene it is desig gd largely to show in 

» books dividua rwners, large and 

he small vy they should conduct 

th 


been le Ns s with the public Or 


them depends success or failure 
oks, One uw intended * *. 
’ nembe f the Association 

snd gives advice n elementary nmark, outdoor advertis 
terms —on the “how” and “why ing has only recently come 
f good public relations. It gets ts own An effort by 
! n lems at the ! sion of Copenhagen 
m the need F , ind = their advertising 

ruction and sigemts, Wah! Asmussen & ( is Outdoor Publicity representatives watch bottling of Double Diamond 

“4 One in an iMteresting pointer, therefore de tleft to rieht) J. J. Huwhe W. K. Sparkes, A. A. Major, C. ¢ 

ppit, L. E. Gilbert, G. A. D’ Afrique and R. Nelsor 


ninds one of the ising industry ts co-operating \” iging director) 


Ng suggestion which. in to the intelligent way the adver Davidson, J. Sopr 
a f 


D ’ 
ony 


It you must pick paper with a pin 


we don't want to spoil your fun. But as a sensible 

and practical alternative we offer to artists, art directors, 

advertising, manayers, studio managers and print buyers the services 

of our paper consultant who is both knowledgeable about technicalities 
and very well intormed about supplies. Spicers have been 


a houschold word on paper tor three hundred years. 


Telephone : Central 4211 19 New Bridge St., London, E.C.4 
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press 


Crawfords 


the complete 
advertising 


a gency 


packaging 
designing 
W. S. Crawford Ltd 


Cr awfords 233 High Holborn, London WC1 
Telephone: Holborn 4381 
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‘Not A Good Trade Ambassador’ 


Print Review by BRIAN HILTON 


| O you agree with H. R. 
Squires, publicity officer 
of Fletcher Miller Ltd, who 
writes to me criticuing vigor- 
ously the B.O.AC. letterhead? 


He says Here is a speciai 
type created exclusively for 
HUOUAL § um n the first im 
stance) badly set unevenly 


j 


leaded and faulty in alignment 
The Corporation employ typo 
graphers in their Central Publi 
city Department, and yet aliow 
shoddy, down-at-heel pring like 
this to endeavour to do the work 
of a trade ambassador The 


of Swissair T.C.A 


letterheads 


der Lingus, PAA and SAS. 
ll make a splendid gesture of 
national pride in presentation of 
that most personal of all sales 


men the letier 

There is substance in his criti- 
cum. Whether you like the 
design of the heading or not, you 
will not approve the execution 
Ihe words are badly drawn (or 
set) and badly printed. Spacing 
is Optically wrong and letters are 
not aligned Notice the differ- 
ence in the second line between 
the first two words, the second 
three and the last group. Note 
also the spread of “Buckingham” 


and the cramping of “Road” in inga 

the same group of words 
These faults are due to ignor- 
ance, Carciessness OF parsmnony doub 
I don't suppose the chairman uses 
the same ictterheads as are used 
for mailing shots, I daresay his 
are perfect, but as 
a keen interest in advertising Sir 
Miles Thomas should be shown 
this unhappy specimen t of 
. * * 


which 


ising 


venic) 


snd 


Tue GenTi® art of saying 


one who takes advert 


twelve-wheeled lorry travel 


ng round a bend at a speed of 


a courtesy cop would un- 


tedly disapprove. | ope 
Leyland Motors have een 
charged the 


appropriate adver 


rate for this front cover 
isement for one of their 
es 


The inside pages show, believe 


not, lormes transporung 


nerchandise, men sorting parcels 


noving household furniture 


nothing expensively has been and a welcome dramatic picture 
given a boost by the Road °F two of unusual and difficult 
Haulage Executive, which has vads 

published a 16 pages and cover The copy is packed with such 


booklet which adds nothing to vivid 
any reasonable person's knowl- vehic 
edge of British Road Services. sre at 

It has a coloured cover show- = Britai 


BRITISH OVERSEAS 
Ai RWATS 


This letterheading was used for a ma 


as 


AIRWAYS 
TERMINAL BUCKINGHAM PALACE ROAD 1 ON DON 
Phone Vitoria 2525 Jelex: Wiltoria 5126 Telegrams: Speedbird Wire london 


and active phrases as “Ihe 
es of British Road Services 
work on every road across 
n”; and “Industry, naturally 


line shot It is deseribed by 


shoddy, down-at-hee 


Galileo, 
student, 


of a 


If you are interested in a new approach to 


CENTRAL ADVERTISING 


achievement 
and thinkers, 


Every 
mind, 


PANTON HOUSE, 25H AY MA 


served 


is an idea translated into action. 
idea in 
are as rare as gold. 


your sales promotion problems, our very personal service is at your command 


SERVICE LTD. 


+94y 


started as an 
we are told, 


fractshoners om 4] 


RKET, LONDON, S.W.1 


GALILEO, 1564-1642 
then a medical 


timed the swing 


Cathedral by 
his pulse beats. 


lamp in Pisa 
counting 
He ob- 
that the swing 


was constant and design- 
ed a clock with the first 
pendulum escapement. 


Telephone 


May 15, 1952 


makes the largest call on ‘general 
haulage’ vehicles”; 
basic principles under! ying the 
nahon-wide Parcels Service 
operated by British Road Services 
are speedy collection and 
delivery.” 

To sell what to whom was this 
booklet produced? 
* * . 


Boiron LeaTHers, Lrp., were 
undoubtedly right when they 
decided to show shoes instead of 

ather in an elaborate book pro 
duced for the export market. For 
although Boltons make leather, 
and not shoes, their customers 
are Only interested in leather in 
relation to shoes. But the decision 
having been taken the shoes 
should have been given a better 
chance; they are overborne by 
their settings in a series of 4 
colour photographs The shoes 
ure. surrounded by so much 
colour, often in confusion rather 
than pattern, that the subtleties 
of shape, colour and craftsman 
ship are lost. Mr. Gordon 
Crocker, who produced the tech- 


CORPORATION Pa 
Sw. - 


B-0-A-C 


a correspondent to Brian Hilton 


someone's 
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DUCT! 
Ss e 


MULTIPLICATION 


Was ARTWORK has to be scaled down 
—or up; when a facsimile copy of a document is 
needed — or a number of copies; when photoprints are 
required — quickly; when a litho plate is wanted for the “ office 
offset’; then there in its modest corner of your office is your Mervac, 
waiting like the barman at the nineteenth hole to supply what you can 
do with. We can tell you which particular Mervac model will be best 
for your own work. Grant Production Co. Ltd., 4 Rathbone Place, 
London, W.1. (Museum 87:7) 


r — re 


the versatile 


Little larger than a filing cabinet, easier to 
typewriter. This is the Mervac Copier, the most compact 
member of the Mervac team— and it never fluffs a shot. 
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Years 
Young 


IS week marks the 75th Anniversary of the 


H 
Sac of the Northern Daily Mail, West 
Hartlepool, Co. Durhafn, on May 14, 1877. This 
newspaper has throughout the years steadily and 
faithfully served the people of South East Dur- 
Its advertising columns 
the ot 


businesses and have assisted National 


ham (¢ 


ounty have 


contributed to 


SUCCESS many local 


advertisers in the distribution of 


their goods in this highly tn- 


dustrialised area of the 
North East Coast 


| NORTHERN 
| Damy Yaw 


WEST HARTLEPOOL 


; 1877 The newspaper which brings advertisers 


many happy returns in County Durham 
: NOON 
3 


1952 


OS FLEET STREET 


ece Telephone 


A SILENT 


SALESMAN 


epee, 


PEN DISPLAY CASE and DISPENSER 
fis ‘y Fa i7 gr 


ades of pencils with one 
essibility 


MOREY (BARNET) LTD. 
Mote 4 Displey Aids ond 

BARNET, HEART 
AARNET 


hundred per cent a 


Dispensers 


Telephone 3222 


* 
we 
a Two execntials every user of Mu h aod Rotaprint Machines 
are ) Rapid reliable serv 2) con Both are 
ca ta) tf Poe . um Tie . A have 
ae t ‘up sstommer satiefacts are 1 miact the addrew 
aa how ! ’ ” where you w « 1 s and immediate 
7 a toon 
7 “ALLAN” SERVICE 
sa y * on) he Strand compre mive serve invaluable 
s y* y the fata then the Company handles the job from 
ad imiahe wt pate ady for your machine 


THE STRAND LITHOGRAPHIC CO. LTD. 


1ST FARRINGDON RAD.. LONDON, EC! 


Telephone Terminus 169! (4 lines) 
Rat 


A New, Quick SERVICE 


3% 


Print Review — Continued 


nically excellent photographs (by 
the carbro process) fe ss ck 
many photographers, ! the 
challenge of too great a mass of 
colour. An ar with brush and 
palette can control the detail of 
colour on his canvas. The known 
colour photographic processes 
ire not so flexible; the photo- 
grapher must discipline his 
wnagination and handle his com 
position firmly if he is get 
mphasis where it is wanted 
The book was produced by 
Marketing Consultants Ltd. The 
cover is a striking tapestry of 


shoes through the ages, printed in 
eight colour litho on canvas. | 
would have liked to see an addi 
tional feature. Leather is a living 
naterial; like wood it is a sym 
pathetic materia! in the hands of 
» craftsman Britain stil! 
fuces some of the finest leather 
n the world) A couple of pages 
on this theme, with colour photo 
graphs of leather would have 
unded off the book aptly 


r 
pro 


Iwo 
trom 


IMPORTANT POINTS arise 
a study of a brochure pro 


duced by the Australian Publicity 
Council to tell the world about 
Victoria, Australia, its lif its 
work, its resources and its play 
tune 

The first is that in Australia 
the standard of design is not 
homogenous. The second is the 
id question: If appealing to 
peopies overseas should one 
iwssume their garb or appear in 
yne's own? 


The cities of Australia are 
handsome Her builders have 
drawn on the best of the Old 
World and the New. Her railway 

wcomotives are modern in 
appearance, the motor cars she 
buys are streamlined. But her 
primt design is the kind of thing 


we were doing between the wars 
and which we have now pretty 
well left behind. In this brochure 
the headlines are drawn jn bold 
bastard grotesque style, frequently 
1s «© two-colour cased letters 
Scripts used for sub-heads are 
those our better magazines used 
to use, but have now abandoned 
n favour of something slicker 
Text is set in a sans which might 
be Ludlow Tempo and captions 
in an outmoded over-decorated 
italic. All of which, together with 
1 loose page layout, adds up to a 
style we rarely use nowadays 
But do Australians respond to 
this style more readily than do 
our contemporary style? 1 think 
not. My experience is that at its 
best our present-day print design 
goes down well in Australia, and 
that in designing for that market 
we need not put the clock back 


* * * 


RioHt IN the forefront of pro 
gress is the United Steel Com- 
panies’ “Review of Progress 1951 

Report for Employees.” Clean, 
simple presentation, straight, well 
written text, hard facts and good 


photographs, within a striking 
colour cover, seems a good recipe 
for a report to employees 


Why I Believe In Advertising 


Continued from page 306 


bygones catches 
It forms the 
Arts 


the dust of 
yesterday 


never 


Sciences and 


We remember its everyday principles 


n its throat 


Its domain ts to-morrow 


meeting-ground of Commerce and the 


that if a demand 1s created 


production can be increased. prices lowered and goods made more 


cheaply available to all-—such 


cream and refrigerators, al! of 


Do we also remember that 
advertising can also lead to | 
of 


to 


the strongest tea 
buy but of how 
those in advertising to ens 
ind not 
To-day 


ess and less by 


fis one 


ind what 


well 
when 


just 
and 
advertis 


toe 


more 

him 

uur sense of values WuUre 

nply because it is old, be 
if 


society from bog 


tron 


ging itse 


f sea lt ho 
to other peoples. It is 
For words are still the greatest 


swcross the dh 


ean 


etter conduct 


that 


2 can do much to keep 
that 
thought 


neighbour 


1 cornerstone of the civ 


yf weapons 


the and 


cinema toothpaste, ice 
which are nothing in themselves 
better life made possible by 


> 


Advertising educates 


hers at work to-day, not just of how 
live. It 


s the responsibility of 
it teaches how to live properly 
for and 
n balance 


s done the individual 


is not 


discarded 
keep 


is old 


or thing. It 


what 


can 


1 slough of slickness and sophistica 
F 
It can help us to love our 


in the 


our national pride and explain 


next street or 


sed armoury 


and the most humane 


ind the adage of the pen and the sword is truer than ever 


Advertising spread the Nazj faith of Nation 
for the last two thousand years it has been spreading Christianity 


lt 1s our servant, doing 


Socialism—but 


as s bid: our plough. dependent on our 
hand to make it cut honourable furrows. Advertising has done 
and is doing abundant mora! and material good -that there is no 


gainsaying which is 
Certainly it is mine 


ample 


reason for 


believing in it 


a 
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ADVERTISER'S WEEKLY 


WE MAY KNOW A LOT ABOUT PRINTING 


but why don't 


we gel a real 


filing system! 


Next time a letter is lost or a 
folder mislaid in your office, 
just have a thorough look at 
the method of filing. Nine 
times out of ten you will find 
that filing muddle is due not 
to the filing clerk but to the 


system. 


vance) FILING 


can be installed for 


the cost of a typists 


salary for one week 


Write for particulars to :—RONEO LTD 


Easy to under- 

stand, simple to 

operate, and as 

foolproof as any 

system can be 

Fits most cabinets >, 

and desks iis. " 
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+ 17 SOUTHAMPTON ROW - LONDON W.C.1 


nwrie 


- 9 a 
aed 
: Sep 
a Fe 327 ee 1% ia 
an hu 
i. — uy a f 
¢ 7 
a =: . ie 
a. Y ar 
VP —" fe a 
a Z ipo ey 
a a 2 Bean i 
ep ’ ij 
n Zz .- fe 7 2 o big : 
pa . , edie : te By ake 
f ij sma ee shy 
ay . we se ia 
f th i. am, ae: 
re . F x ER Pee / 
= RN. Win ; al 
NT a if 
Re XY wet 
r ERK Re \ me 
j SSS SS Yee 
ee SSSxcc“_v r= \ - 
i SS 
| Sa 
| REESE SS: | : 
| Re ; se 
SSS SEES Se 
mai SS SSS SSSSNS : . La 
. SX SS SS Looe 7~ * 
a SAREE : MES eae dea : 
SS SASS CS 3 Rett ; a! 
2 BS Sk SS SE ; ST, OE ES, =e oe 
: SRS : PIE en Reg See ‘a 
SESS i a 
b SS Se iz, $$$” Ege 
SSS fi om hee. 
" S75 Sos ah. MG: Aa ) . 
; SSS is Sinise ie 
SESS poe —_ REELEEEEEE TERE ae 
Se SS Bo I LLL ILE Le ae 
Ste aa Sema, |! | SEI ALA LILI Lo 7 . 
, ee. ” F 2 ts i, EERIE LE LLPSAMIPLLEE SPP No eae 
VRE ; VIII \\ LILI LLL PT cei he ane ae 
a Sa . J ty. WN S\ nae eis pp We .. oe 
- = Se” ast y SPIEIIPT LDL? - pert in| a: 
* Se ae a 7m ee. 
See Bas » ee 
eo Sey eee SES sd > 
SRE : ON 
SS es a : 7 
x <a ‘\ ; sos sis ~~ a ‘ 
red ,, se 6 eae SS wr es og it ij 
Srreseee SSR s 
as OSS SS Qs COEES f dg 
So rE 3s 4 Dad 
eS es Tae ee Ree g a 4 wtetsyeet 2 ‘ 
— ae ; a Skee eee bars 
i a * see ke Z < vhs 2 
2s Re. 
. 
} Nae 
im 
. F 
Po - 4 . | 2 
eo 
‘ F ‘4 Z - = 
) Po ‘ f 7 : 
C—O y, ae 
il i ia » " ony 
: a. ee 
ee ine 
ine 
a 7 aa aay. ae te a - _* ne an: ai chs ee 4s AN . ia 
a eat a <> EEE Maas : Be ie, Yr . e, A ae gee oe oa a 
pont: zi tae oF i oe het a : a - 4 a ee ee . eer ; 
pete age a rie? eee = ie ee eo) ae Fee ar et, Ja 


- eel — 


ADVERTISER'S WEEKLY 


Tete Pwowe 
IMrLE PAR OOBB IO LINES) 


AOVERERO | S)RAND 1 ON00% 
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at +45 
King George V 


Gillett Pens 


NOW AVAILABLE 


for whet may well prove to 


DRAWING PENS: Nos 290, 29) 
and 1950 


FINE STEEL PENS. 303, 170 and 
wo 


All types supplied in 3. 4 
you boxes, or Vacerded wit 


Artits and Studio Managers 
are advined to carry «& small 
Mock 


JOSEPH GILLOTT 
AND SONS LTD. 
Victoria Works, Birmingham, | 
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DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 
145 VAUXHALL BRIDGE ROAD 
VICTORIA: SWI» TEL VC 0912-3 


A 
Photographic Enlargements 
in all sizes up to OO oq. ft. in One piece 


Brewnlow Ra 
EALing 269) 


The Autotype Co Led 
Leadon, W 1} 


j} some of the 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous and 
Prosperous area of South-West 
Middlesex 


NET SALES 


41,335 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone HOUnsiow 0016-74 
Lendon | Jackson, 
Clifferds inn, £.C.4 HOL Mil 
Founder Member London Suburban 
end Home Counties Press Group 


ans the mechanics of their job 


| attempts 


DAY and NIGHT 


TYPESETTING 


PLUS 


STEREOTYPING 


REPRODUCTION 
SERVICES LTD. 


18-20 ST. JOHN STREET, 
CLERKENWELL, E.C.1 
Phome: CLE 1588-8 


| more 
| conferences 


The Fastest 
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@ AA. CONFERENCE: In lighter mood 


Critics Revel In Lively 
‘Free For AIP Session 


lo the “free for all” session on Sunday morning there was some 


stimulating critickwn. 


Opinion was overwhetmingly that it had been 


a grand conference, but a few suggestions were offered for making 


future events even better. 
under discussion. 
' contribution came from 
. Hott of New Zealand “The 
rity of advertising people think 
are a goldarn sight better 
than the people to whom they ad- 
vertise.”” he said. “Most advertising 
people have not got nearly enough 
tolerance. We will continue to be 


| cymics unless we have the touch of 
| humility 


For cxample ma My 

ertising people have spoken 

commercial broadcasting 

burden of their theme ts that 

hey don Ihke 1 Well I've been 

chatting in the pubs, and talking 
dockers and store-clerks 
opimon is very different 
commercial 
awful 
appeals to Susie Jones. | 


my country is 
know it 


| like Brahms, but 70 per cemt of the 


population like boogie, why should 
1 say they are wrang? Customers 
are just the same as we are under 
the skin-—4n fact they are probably 
better.” 


Elevate Public Taste 
In reply another delegate urged 
that one of the tasks of advertising 


| was to elevate public taste. 


Kay Marphy referred to 
Wavell Wakeficld’s address on 
vertising in hard currency are 
said he had omitted any 
to direct mail In the 
American market it was a 
important medium 

Alan G. Nichols said he had 
been a little shocked because he 
had heard direct mail—‘the great 
unseen of advertising mentioned 
only twice during the Conferenc« 

J rick J. Adnem urged more 
co-operation between advertising 
agencies and advertisers and less 
sarcasm and criticism Miles 

said he though this co- 
operation was becoming automatic, 
but the professional side must not 
take itself too pompously, and con- 
centrate all its attention on ethics 


North 
very 


L. Stobo 
should 
creative 


suggested that 
made to get 
people at future 
lan Betts——“speaking for the 
under 1%5's"—commented on the 
“notable absence of young men.” 
For future conferences he suggested 
greater use of visual aids; more 
time off from work for young 
people to attend: advertisements in 
the local press to announce that 
sdvertising people were in the town 
a small advertising exhibition: and 
the recording of specches so that 
they could be heard as well as 
read by those unable to attend 
He also suggested that two mem 
bers of the Advertising Association 
council should be under 35 


’ 
. “ ° ” 
Is it “‘ specialized’? 
i your product calls for special study 
or poses a difficult problem, let me 
wrestic with it! 
PIPE, |7 PEAR CLOSE. N.W9 COL 5366 
Soles Letters, Folders, Booklets, for Better 
Selting through the Printed Word 


<o—t--<S-3--3 3-8 -3--3 8 <3 -8 


Many 


aspects of advertising were 


‘THE BIG DEBATE 


ON CYNICISM 


One of the Conference highlights 
was the debate under the chairman- 
smp of F. P. Bishop, M.P 

he motion: “ a career in 
advertising tends (© promote a 
cynical attitude towards the con- 
sumer” was moved by akers 
under 358 and opposed by ¢ in 
a tugher age bracket 

Intelligence, criticism, frustration, 
and superiorty were the four main 
characteristics of a cynic, said 
T. G. Hartshorne, the proposer. By 
this blatant flattery, he sought to 
sway the audience in favour of his 
proposition, emphasing that the 
operative word in the motion was 
“tends.” He did not su hes 
hearers were cynics. Nobly, no 
dou, the — the four ten- 
dencies duoges for the motion 
would prove Ot advertising was 
conscious of its integrity 

An inimitable speech from E. C. 
Mackenzie opened the opposition. 
He suggested that the old sins had 
been “blotted out by iritual 
bodies of the N.P.A.’ ‘Flu was 
no longer smashed in 10 seconds 
At least, if it was, 1 was done in 
smaller type 

And here was the true Mackenzie 

“In this country the consumer is 
everybody The man who shot 
arrows at Agincourt, the man who 
went out in silly litth boats at 
Dunkirk, the man who astounds the 
world,” —the man for whom he and 
all in advertising had a tremendous 
and sincere respect 

Supporting speeches by D. A. 
Soeray for the motion, and P. L. 
Stobo, opposing. were in more 
serious vein, and in meral ex- 
changes when the iebate was 
opened humour reached a high 
level. Then the vote was taken and 
a. Bishop declared the motion 
ost 


Footrote: A carecr in journalism 
_—— does tend to cynicism, for, 
rom the press benches, everybody 
thought the had it! 


B.LF. ‘Like A 
Parish Bazaar’ 


Paul Reilly, speaking on cycles 
in public taste, said that the leading 
designers were again becoming 
more interested in decoration. The 

showy and shoddy were 

y to be best sellers in most 

markets The British Industries 

Fair, this year, was more like a 

parochial bazaar —a most depressing 
experience. 
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Now-a difforent-a better 
dvertising moutht 


MARKETING + PUBLICITY + DISPLAY 


GORDON FATHERS - MANAGING DIRECTOR - 


BP 3016 


FIRST ISSUE 


(SEPT 1.1952) 


Vigorous, clear-headed, intelligent, IMPACT will be different . . . better—a monthly of 

which the advertising world will be proud. 

There will be particular emphasis on Marketing— the key to selling under today’s 

not easy international conditions. it will be a Global Review of Marketing. 

In addition there will be entirely new features such as:—Digest of the world’s 

advertising press and Summary of the month's news. It will deal with every aspect 

of Publicity, Marketing, Display, Packaging, Print. 

A brilliant team of young men and women will ensure outstanding production. 
Quite definitely your medium for reaching advertisers. 


RATES ON APPLICATION 
Special Positions are limited. 
Early application is advised to 


Subscriptions :—43 annually 


1 OLD BURLINGTON ST - LONDON W.! - Regent 567! 
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May 18. 1982 


lt was a ‘down to 
business’ Conference 
which the Advertising 
Association held at 
Brighton. But there 
was a lighter side, 
too . both in the 
lecture halls and at 
private, after-session 
parties. 


By CONTACT 


he Conference 
b of Auckland 


Sinclair Wood provides a topical flashback Here he is presenting ad 


Advertising Conference to Lord Mackintosh | 


SUITE 238 at Brighton's Me 


burn-Thorpe, Furoy 


Big Bill’s Birthday 


Never Die... 
advice offered by Donald 
magh : 


jient moans and sighs 


SONAIR Ashley Havinden 


WESTERN MAIL 


AND SOUTH WALES NEWS 


advertising campaigns 
complete coverage ONLY when the 


Western Mail is included. 


Head Office, 


Advertisement R. H. HARRISON 


London Office, 176 Fleet Street, 


, was Olga Drummond, « 


Berlei corsets in New Zealand, who 


* 


rawford's, must 


having ad n the ADVERTISER S 


Werwty booklet, the essay with 
which | won one of th flim 
ling bursanes, used a thought 
fron Advertising ches us not 
wha buy but how to hve as 
h ut fo ) important part of 
his discourse 
* * * 


Presented With 
The Brush 


I the Club's luncheon 
. Drummond Armstrong's fam:'y 
crest, engraved on his presentation 
hairbrushes was th 
som light-hearted exchange 


bears a device described by 
Balch as “a sailing ship 


on a Mormy sca with 


the s hfe the s hop not a 
had motto to hang on the walls of 
the Advertising Association’ He 
commended it to his successor 
* * * 
Thit wn who s always her 
Archie Meclsaac, Argus Press adver 
tisement director, was in fine forn 
Brighton —just another Confer 
he hasn't missed since 1928 
* * * 
THE CONFERENCE got good press 
coverage, thanks to th efforts of 
the press officer W. J. Leaper and 
his aide R. Covell. Delegates arriv 


ng Saturday's »% 
£ d with \ 
Pp ds whil the 
Guardian and the Brighton and 
Ho Herald carried long reports of 
he previous day's sessions 

* * * 


PICTURE OF the opening of the 
Conference in a local newspape 
ffic was captioned Municipal 
Hlection Results 


WEEKS WISECRACK 


~ 


“Your speech was grand, 
old man, but it went 
down better at Buxton, 
didn't it?” 


Pe C“(twsSC‘CNCOC(C*CS | 
yl tra f the Comet was 
“ Brighton where Sir 
Miles Thomas presided af he 
, Adve Py Asx ialaon 
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Z \PPABLE Sydney Butterworth, {ated Newspape was guest of delectable hours of 10.0 7 J 
* righ = y nef honour at merry gathering with midnight when many ck 
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at , Ble may his wife's turthday on Saturday Alec Dickins, the publishers pr 
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* : * Po ivertisement manager, and th 
MOST cmbarrassed man just before GENIAL Lede W. Needham = ‘ittcr’s wife was a charming hostess 
; Conferen Th idvertising = bravely adn d to 21 when « was Incidentally hose delega who 
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4 i ch returned because he had on Saturday the day when h he golf course made good usc of distress 
: | : d the wrong subject iddressed the Conference he tees presented by Newsweek es the motto L 
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- Met 
~ Ve 
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: | size 
It he still should prove refra ry 
Include a picture i the fa ry 
ow | But only in @ desperate cas ' 
| Iilustrate the clients face 
a e e * * * ; 
. “wv Dt is put 
—_ H the cat among the poster pigcons . 
- by criticising the display pancls for 
| conference sessions Hack KX 
ing he said suavely. C. D. Notley 
: | cast a quizzical eye at the pa rel 
tied listing speakers for “Any Questions 
a to see if he agreed. He didn't like 
4 i cither. His name had be left } 
off’ 
2 * * * 
: | SOR hose privileged to tx 
ee } 5 vited, the mate private 
7 aa s given by Leon Goodman 
4 f ° 
- ha provided son of the pleas 
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“3.0.5. — SAVE OUR SALES!” 


LL over the country many people are finding 


it harder to sell. And that, in one way, is 
when we are happiest, because we have proved so often 
that Leon Goodman Displays can turn the tide. 

It is a battle we have fought successfully many times 
during the last quarter’ of a century. Today we are 
better equipped to do so than ever before. 

Faced with the problem of rising costs of producing 
Display material we have gone in for mechanisation in a 


big way in order to keep prices down and speed up 


production. We have mechanised every process possible 
and honestly believe that nowhere in the world today 
is there a better equipped Display supplier. 

All this is at your service in these difficult times. And be- 
hind it all lie the brains, the ideas and the knowledge and 
skill in Display that we have acquired in 
twenty-five years of helping to solve sales 
problems. We believe we can help solve 
yours, too, if you will just ring EUSTON 
5351 and fix a date for a talk with us. 


Leon Goodman Displays sss: 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON - W1 - EUSTON 5351 
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Mr. Cube’s Propaganda Proved The Power 


432 


Money Talks |Qf Package Slogans 


‘EVENING STANDARD’ CRITIC FACES 


Twice 


drive 
new 


hone 


promo 


used to 
two 


Money ts 
? nessage im 
ton preees 

\ penny, affixed to a ¢ J 
Lytle (Advertising) Lid. folder 
draws attention to « reduced 
purchasing power of money, and 
ts effect on the advertiser 

On «a Men Only circular jetter 
Been Burning Up Your 
Money Lately part of a 
graph of a LI note at the 

1 Men ©) 

ser’ says the lett cer 
burnt their moncy 


Rooster Photo Unit 
Will Visit India 
Publi 
and 
take 


One of the mobile 
graph units of Rooster 
, will leave for India 
Pakistan in September 
me two of three thousand 
hotographs of British engineer 
ing equipment in operation. I 
1.000) miles 


“ trave 
These photographs, which are 
ng commissioned by Rowster 

cheats and other technical firms 

will deal largely with work on 

major hydrauhe projects, and w i 


by subsequently for publ 


city purposes ind also as records 


f the operation of equipment 


used 


ind the progress of construction 
work They may be exhibited 
later 

Later the mobile un may 
visit Africa, where a number of 


his ageMey § & ents have plant in 


operation - wster plan to form 
a | ‘ ’ technical pl 

graphs 7 tu felt can play 
ur rn portant part nm export 


advertising 


Agency Accounting 


The Australian Association of 
Advertising Agencies has produced 
for its members a pamphlet entitled 
4 Sverem of Ac dilver 
ising Agencies 

The system desc prin 
vies of which have d by 

committee of agemy accountants 
adapted to all 
wes of agencies In so 

adopted it will, in the 
he Association, help to bring abo 


runting for 


ribed, th 
heen agree 


can 


fesirable uniformity of pract 
Procedur for media hecking 
duction and accounting depa 


outhned. and 


forms 


succmetiy 
~wr’ men 


nts is 
plete set of 


uded 


Pin To Elephant 


The resources of the hbrary of 
Mirror the pictu syndica 
ion divesnon of the Dai Mire 
ind Sunday Pictorial are explained 
snd illustrated m a new 
folder entitled “Pictures for you 
Pages Showing a large sumber 
of photographs, imcluding 
1 pin and an elephant the brochure 
explains that the library has more 
than a million photographs 


semai-stifl 


P.R.0°S 


AT HASTINGS CONFERENCE 


A bitter attack on what he called the “Government P.R.O. 


racket”, 


launched by Charles Curran, assistant editor, Evening 


Standard, proved the dramatic highlight of the Institute of 


Public Kelations conference 
at Hastings last week-end. 
Likening himself among the 
PROs | 1 man who stands 
for Burton-on-Trent 4s a pro 


hibitionn:, Mr. Curran sand The 
Whiteha PRO. iw simply one 
who docs for the politician 
cractly what a vanity bag does 


for a woman improves his pub 
lu appearance.” Why should the 
taxpayer be made to pay to 


bvost politicians? he challenged 
Sharply distinguishing between 
Government PR.Os and 
P.R.Os. for capitalist concerns 
he told his audience, consisting of 
both types The real gravity of 
the racket is that the Govern 
ment PR.©. has become pretty 


well a by-product of a planned 


coonomy 


He criticised Whitehall P_ROs 
not because they were incompe 
tent, bur because they were not 
noompetent. It was because they 


were hig sAilled that they were 
© dangerous 
He had always supposed that 


Four Fellows 


The Institute of Public Relation: 
has elected four members as 
Fellows. They are: T. Fife- 
Clark, controller, home division, 
Central Office of Information; 
Lestie Harden, P.R.O.. North 
Gas Board; Lex 
director of public rela- 
tions, Ministry of Labour 


Pringle, P.R.O., 


Association. 


“night starvation” was the greatest 
achievement of British ac vertis 
ig but t dwindled inte insig 
nificance beside the diseovery 
hat Strachey was a statesman 
This = discovery he thought 
deserved an IPR Oscar oF 

Shinwell Challenge Cup.” 

Mr. Curran’s talk was fre 
quently interrupted and only few 
of those wished to ask 
vad time to do so, He 


who 


questions 

was challenged to produce any 
vidence that press advertising 
was used justify Ministers 


Before the Conference there 


was a) xploratory meeting of 
he provisional commuttee for an 
International Public Relations 
Association Both and the 
( onferen were attended by 
PROs from France, Holland 


nterest 
& Lyle’s 


Ata 
ng facts 


previous session 
about Tate 


campaign against sugar national- 


sation were given by Peter 
Runge, director, talking on “P.R 
and its place in management 
Of those who had seen ther 
propaganda $4 per cent had 
seen it on packets, 41 per cent 
m the press, 25 per cent on 
posters, but only 3 pe ent 
had seen any of the other 
material 
These figures, he sani con 
firmed the high place that the 


press and posters Occupied in the 


field of publicity, particularly 
when ut was remembered that 
Tate & Lyle were not advertising 
in the press. What people had 
seen was editorial comment of 
news items 
Making Sugar News 

Although films, games. pam 
phiets and the rest appeared to 
have left so little impression on 
the public, without them sugar 


would not have become news and 


would pot have been given 
precious column inches 
Except to advertise the firm's 


petition, press advertising was not 
used, he explained, because of the 
cost and the fact that the cost 
was obvious, They felt the house 
wife might ask where the catch 
was -here were people who did 
not want her to buy anything yet 
were willing to spend moncy' 
Tate & Lyle had, howeve a 


ready-made chain of distribution 
and also the sides of ten million 
packets a week. “The campaign 
brought it home how coumelal 


this advertising medium really is 
he said 


Sir Ronald Adam, chairman 
and director of the British ( oun 
cil, speaking on “Public Relations 


and Democracy.” maintained that 


there was no reason why the 
P.R.O.. any more than any other 
Civil Servant. should not steer 


clear of political propaganda in 
his work 


A talk on the technique of 


public speaking was give by 
Archibald Crawford, Q¢ a 
brother of the late Sir William 
Crawford 

The final session was a brains 
trust 


‘Symptomatic Ad.’ 

At a political meeting at Watford 
Crilbert lL ongden Conservative 
Member for South West Herts. re 
ferred to an advertisement for 
Radiation New World Gas Cookers 
designed by Alfred Pemberton | td 
as being “symptomatic of 
modernity.” He quoted one of the 

Punch series of advertisements for 
Radiation Group Sales Ltd. 
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With the profits on its sale going to 
N.4.BS..° Summer Pie.” the pre-war 
annual, will reappear on June 12 
Produced by Odhams and selling at 
is. 6d.. its 9 pages will include 
radio stars and others 
colour illustrations, and the 
British and American 
cartoomsts 


Prosp rity As 
1.S.M.A. Theme 


“Sales management's lead to 
national prosperity” os the theme 
of the Incorporated Sales Mana 


articles by 
micanty 


work of 


gers’ Association's ISth annual 
conference to be held at the 
Hote! Majestic, St. Anne's, this 
week-end 

The conference will concern 


itself largely with production for 
e\port 

Two members of 1.S.M.A. will 
be among the three M.P.s who 
wil speak They are Geoffrey 
Hirst and E. H. C. Leather. The 
third M.P. is Cyril Osborne. 

Sir Frederick James, deputy 
chairman and managing director 
of Bata, Ltd.. London, will speak 
on “The fight for the under- 
developed markets.” 


Jubilee Jaunt 
To Brighton 


A special train took the staffs of 


Gee & Watson Ltd. and the 
sssociated companies to Brighton 
on Saturday for the firm's golden 
jubilee luncheon at the Grand 
Hote! 

Guest of honour was R. B 
Fishenden editor of Penrose 
4nnual, who claimed to be the 
“oldest inhabitant” having joined 
Gee Lid. (forerunner of Gee & 
Watson Ltd.), as a process operator 
im 1899 


A. H. H. Goodwin, chairman and 
managing director. was in remini- 
scent mood 


Ad. Rates Up 


Advertisement rates of 208 
journal concerned with Radio 
Luxembourg, will be increased from 
September to keep pace with 
circulation. It will not exceed 12s 
per page per 1,000 certified net 
sales March circulation was in 
excess of 355,000, and 6 May print 
order was about $00,000 
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ADVERTISER'S WEEKLY 


THE ENGINEERS’ DIGEST 


wishes to thank the following Advertising Agencies for their co-operation 


in making it possible to achieve in 1952 the most remarkable rate of 


Armstrong-Warden Ltd. 
E. Barker & Co. 
Beardmore Advertising Ltd. 
Bemrose Publicity Co. Ltd. 

Biddle Bros. (Advertising) Ltd 

A. A. Black Led. 

Boswell & Barratt Ltd. 

Brockie, Haslam & Co. 

L. Graham Browne Advertising Ltd. 
Basil Butler Company Ltd. 

C. R. Casson Ltd. 

Samson Clark & Co. Ltd. 

Cogent Advertising Service Ltd. 
Commercial Advertising Service Ltd 
Crane Publicity Led. 

W. S. Crawford Ltd. 
Cross-Courtenay Ltd. 

Crossley & Co. Ltd. 

Harry Dawson Advertising 

Stanley D. Dickson 

Arthur S. Dixon Led. 


Dixon's West End Advertising Agency Ltd. 


Doig Advertising Ltd. 
Doriland Advertising Ltd 
Downtons Ltd. : 
E. C. Advertising Co. Ltd. 
Eleys Advertising Ltd. 
Elliott Advertising Ltd. 
Erwin, Wasey & Co. Ltd. 
G.H.S. Advertising Service 
Glovers Advertising Ltd. 
Godbolds Ltd. 

Greenlys Ltd. 

John Haddon & Co. Ltd. 
Hamill, Toms Led. 

Charles F. Higham Ltd. 
Edward Hilton Advertising 
Nevin D. Hirst (Adv.) Ltd. 
A. N. Holden & Co. Ltd. 
W. Hopwood & Co. Ltd. 
Hyde & Partners Ltd. 
Industrial Publicity Service itd. 
Littler Advertising & Publicity 


progress in the advertising history of this journal. 


(Advertising volume increased by 17 per cent compared with the first four 
months of 195], and by 28 per cent compared with the first four months of 1950.) 


London Press Exchange Ltd. 
H. C. Longley Led. 

C. J. Lytle Led. 
McCann Erickson Advertising Lto. 
Mather & Crowther Led. 

Matterson Advertising Agency 

Peter A. Menzies Advertising Service 
H. Raymond Morgan 

Mundy, Gilbert & Troman 
Murray-Watson Led. 

National Publicity Co. Led. 

John Newton (Publicity) Led. 
Nicholls, Dorrity Advertising Ltd. 
Cecil D. Notley Led. 

Oelrichs Advertising Ltd. 

Oldfield & Sharp 

Osborne-Peacock Co. Ltd. 

Maurice G. Parker Ltd. 

Pratt & Co. (Advertising) Ltd. 

F.C. Pritchard, Wood & Partners Ltd. 
R. & W. Advertising 

Redheads Advertising Ltd. 

Ripley, Preston & Co. Ltd. 

Rooster Publicity Ltd. 
Rowlinson-Broughton 

Rumble, Crowther & Nicholas Ltd. 
Sandbrook, Metcalf & Co. Ltd. 
Saward, Baker & Co. Ltd. 

Scientific Publicity Ltd. 

Service Advertising Co. Ltd. 

Sinclair Advertising Co. Led. 
Sommerville & Milne Led. 
Spottiswoode, Dixon & Hunting Ltd. 
Stowe & Bowden Ltd. 

Sterling Advertising Ltd. 

G. Street & Co. Ltd. 

Technical & General Advertising Agency Ltd. 
Tibbenham Publicity Ltd. 

S. D. Toon & Heath Ltd. 
Trowbridge, Pritchard & Co. Ltd. 
United Kingdom Advertising Co. Ltd. 
White Advertising 

R. F. White & Son Led. 
Whitehead Bros. (Wolverhampton) Ltd. 


* 


ASK FOR FULL 
INFORMATION 
WE ARE 
ALWAYS READY 
TO GIVE IT 
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Advertiser's Announcement perfunctory advertising and adver 


treo witt xrmonmaily, detiween 
ad Ve g that docs not pay, and 
and arf iy 


Advertising pay? Mutual confidence 


the key 
The answers to some questions that prospective advertisers must u see, it is rather like the 


. . . m lx c amd f pat It the 
inevitably ask themselves before embarking on a campaign yn tos soa the docu 


a ' ver i rx doctor 


assist 


’ trrmmmst alu tren the wut whether he 
I mivertin . um are @ * pend telling t sted 1 yur turn, will be able t ensure 
to th wu s the publi shout your product he really wants to solve ha y w he knows that 
selling idea . ** Naturally ; rey and and shares your cnthusias 4 bias iidence in him 
head it were «@ < wa there are plenty of clever, ex your product The whole rclanonship, in short, 
to it the 4 zw i ix perienced peur wt can j 1} is very portant Z on the tr fk andation 
a onl mane And ta that Cher A and B and ( important because advertisis f mutual confidenc Good ad 
there ‘ a ont cae iit to name on a tow not, a some would insist rising Mivertising that pays, 1s 
w tae arts wi ca ion a mechanical device There ‘ t result of mutual contidence 
Hh that a anutacturer ‘ k ‘ I id . y/ chool of thought that insists tween the clicnt and his agent. 
what i | f advertising t s not 50 simp € the idea that the cffect of an ad 

ot his proxtu bec au , to Yos but ‘'s not quite se vertuement can be measured a . 

a phra « tat a th simple as that Advertising is ] and a time will « Have a chat with us 
child A hat } ulvertising the culminating pomt of a lon a certain cficct can ’ ‘ ; 
ve ced do is " at the process You design your > guaranteed to produce a certa Having reached this point in 

re echanical aspe f che duct, you ake it, you market result. Well, it may come to this uf argument, let us introduce 
business booking ‘ aking it and then you advertise it lt ultimately —or nay not Whar ourselves. Our name George 
blocks, ete I arg t com mivertising w merely tagged on we say is this: You can certa Cuming Ltd. Our business 

S tinues to the effect that the agent at the end as a kind of inspired produce a recipe for an adver Advertising Consultants. Our ad- 
S can never rea < the hest afterthought, and you are not ment based on a scientificall J dress. 35, Davies Street, London, 
. urse.sfor= thn hid, not having choosey abwout what happer : culated number ot ingredx wi (Tel. May 47%). Why 
the same parental i rest i it here, then you must not con that m theory should create a not have a chat with us about 
Well, that : pot { view plan if you fh that the result tain response in the public But, this question of making your ad- 

4 course, but not, wv feel, the are disappor K You may ever in tact, a successful advertisement vertising pay? Make the meet- 

S righ nm Let us expla why throw up your hands in despair needs more than this. This “sor ing as informal as you like; 
Good advertising % not a atter and = say Advertising doesn't thing extra” can be defined, per anyway, you'll find us taking a 

; ( sentinn \ for the pr pay. I'd do without it’ haps, as “personality” Persona! personal interest in your pro- 
» duct of one’s brain of business cannot be acquired mechanically, i blems and, perhaps, who knows, 
acumen docs t an thet on Ch se ca efi il comes as the result of understand finding the answers for you very 

kinow what c ix for its oose reyes y ing, of enthusiasm tor the produc quickly. 

~ » l ake advertising Now the whole point of this Good advertising has personality Among  thosc who we = the 
S may by creating goodwill of b article is to prevent you from rvices of George Cuming Ltd. 
: wreasing sal ancl imover reaching this point of despair Th h h ar The Standard Motor Co. 
, <a for a k # hard thinking the “pose “ oo returns’ ae é earl of t é Ltd., Duckham’s Oils, The Wil- 

ke 1 Sword ( I Samucl! 


' a t oad . = os 7 co gh phe matter jones & Co. Ltd, “Hershelle” 


4 We say tc Think of your ad 


th art { ™ 4 ox 
(era “ -< ertsing as a6 integral part of This question, then, of taking Models, The British Ratin Co. 

S “What t ? your business Choose vous a personal interest in the success Led, L. Sterme & Co. Ltd. (Re- 
on us b agent caretully—as carefully as of your product by our agent trig } ns Lamps and 
harxtlle thi le licat uo would ne of your sen is the heart of the whole maticr. Batteries, Mavor & Coulson & 

cxecutives; that is to say, tind Ir cans the difference i Engineering), etc., ctc, 


THE SAMSON LOADER 


ee ee 


MAVOR & COULSON LTD. 
Fa me tae nate | 


we wee ee 


Al thats best from Brtam 


— ee ee 
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Comet Publicity Ranging From 
96-Sheet Sites To Bag Stickers 


An advertising campaiga 
which substantially exceeds any 
previous yet 


Comet jetliner on the London to 
J route. 
Immediately after the first ser- 
vice was completed half-page ad- 
vertisements in the main national 
daily and leading provincial 
papers in Britain announced that 
the world’s first jetliner was now 
in operation 


Similar campaigns are being 
conducted at places throughout 
territories served by the Comet 


Prestige advertisements, based on 
the theme “B.O.AC.. the first 
carrier to offer the public jetliner 
transport,” are appearing through 
out the world. When the Comet 
Starts to operate on other routes 
(the next one will be that to 
Singapore later this year) addi- 
tional newspaper advertising cam- 
paigns will be conducted 
Outdoor advertising is also 
being used in this country and 
m overseas territories, in 
various “en route territories” 
and in certain other areas. The 
designs, which will be on 9%6- 
sheet sites in solus positions, 
feature an illustration of the 
aircraft and stress that the 
Comet cruises at some cight 


miles a minute and 1s IM service 

now. 

Already 5,000 models of the 
Comet, of varying scales, have 
been distributed. Several alterna 
tive design cardboard display 
u@ts, counter cards and post 
cards, have also been distributed 
in large numbers. Special displays 
are being produced for the win 
dows of B.O.A.C."s Regent Street, 
London, office, and for other im 
portant centres at home and 
abroad 

Already attracting great interest 
in their tours of America, South 
Africa and Britain are the sec 
tioned versions of the de Havil 


land Ghost engine used ia the 
Comet These are full scale 
working models, electrically 
driven 

An claborate book on the 
Comet, describing the aircraft 
and the working of this new 


method of propulsion, has been 
distributed to those closely con 
cerned with the Comet. Simpler 
versions have also been produced 
and more widely distributed 

Two posters, one featuring a 
cutaway illustration of the air 
craft and the other an artist's im 
pression by Frank Wootton of 
the aircraft in flight. are being 
distributed In addition Comet 
menus, baggage stickers, cards 
and other sales aids have been 
produced 


Union Action Against Thomson's 
Restrained: Inquiry Opens 


A preliminary meeting of a Court 
of Inquiry into the dispute between 

C. Thomson & Co., publishers, 
and members of printing trade 
umons will be held in London to- 
day (Thursday) 

An injunction has been con- 
tinved until next Tuesday restrain- 
ing union officials from procuring 
Bowater Sales Ltd. to stop supply- 
ing the plaintiffs with newsprint. 

Publication of the City Press was 
delayed a few hours on Friday be- 
cause of a brief unofficial stoppage 
of printers at Argus Press fia. 
where the paper is produced. 

The printers objected to an 


APOLOGY FOR 
ATTACK ON M.P’s 


The British Electrical Develop- 
ment Association, a publicity 
organisation and a subsidiary of the 


nationalised British Electricity 
Authority, expressed “very real 
regret” for wording of an 


article attacking a group of M.P.s 
who criticised the use of clectricity 
for continual space-heating 

Sixty-five Conservative members 
tabled a motion in the Commons 
expressing concern at the use “of 
public moncy to impugn the 
motives of Members of this House 
in the execution of their legitimate 
duties of criticising the policy of 
the authority in the interests of the 
consumer.” 

The attack was contained in a 
documem circulated to a number of 
newspapers and iodicals. 


article in the issue concerning D. ¢ 
Thomson & Co. Following imstruc- 


tions from R. Briginshaw 
general secretary of the Nationa! 
Society of Operative Printers and 
Assistants, however the men 


returned to work. 


FOOTBALLERS AID N.A.B.S. 
More than 5,000 people saw 


Leyton beat Walthamstow Avenue 
, 


2-1 im the Lord McEntece trophy 
match in aid of the National Adver- 
tising Benevolent Socicty 


4t the annual dinner of the northern branch 


Screen Printers Association, held 
Winstan Gordon. immediate past 
Hall, A. K. Middleton, chairman 


Barrett, vice-chairman, R. Berz, 


in Manchester on 
president of the 

northern branch, Mrs 
and (in the 
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che Lord Mayor of Dublin (centre) at the Mansion House with members 


i the 


organising commiltee 
June by the Institute of In 
eft: C. EB. McConnell, Maurice H 
man, northern branch, V. P. Doyle 


{ the joint meeting to be held in Dublin in 
rated Practitioners in Advertising 
Stokes 

R.D 


From 
P. C. Wateer, J. Harrop, chair- 
Pochin and Arnold E. Jones 


DUBLIN AGENCY ‘SERVES CLIENTS, 
PUBLIC, AND ITS COUNTRY’ 


Over 200 guests at a dinner to 
celebrate the silver jubilee of 
©’ Kennedy-Brindley Ltd in 
Dublin last week heard = the 
Minister for Finance, Mr 
MacEntee, say that the publicity 
profession owed a great deal of 
its success to the fact that the 
public got a fair deal 

He said that O'Kennedy 
Brindicy Lid. had not only served 
the truth, the public and its 
chents, but also served its country 
and had aided Irish industry 

Brian D. O’Kennedy, managing 
director, said the agency's exper: 
ence had amply justified thei 
belief in press advertising, but it 
would be a mistake to think of 
therr work in terms of any one 
form of advertising—the modern 
agency must cover a wide field 


World Distribution 
Of Ad. Films 


Facilities for world-wide distribu 


ton of advertising films have been 
announced by Theat: Publicity 
td A new department, under 


Bruno Kiewe, has been set up for 
both production and distribution of 


colour filmlets and films in every 
overseas market 

Mr. Kiewe told Apvertispr’s 
Werkty that they had made ar- 


rangements for the placing of films 


with local distributors who were 
advising on the type and length of 
films suitable for their areas 


Display Producers and Silk 

Friday: tL. to vr) 
issocation; Miss D 
Middleton 
foreground) J. E. Heaton 


Libraries’ Verdict: 
Chance For 
A Junior 
‘Picture Post’ 


Periodicals found “quite accept 
able” im a report on children’s 
Itterature by the Youth Libraries 
Section of the Library Association 
are: Boy's Own Paper, Children’s 


Digest, Children's Newspaper, 
Collins Magazine, International 
Youth Review, Junior Digest, 
Scout, Guide, Teen-Age Times, 
Vanity Fair, and The Young 
Briton. 


Specialist periodicals described 
a» “well worth having in a chil- 


aren’s library” are: Animal Life, 
Mainly About Animals, Wild 
Life Hobbies Junior Stamp 
World, Meccano Magazine, Sea 


Cadet, and Pictorial Education 

Adult magazines listed as at 
tractive to children are: Geo 
graphical Magazine, Illustrated 
London News and Sphere. 

Sull needed, the report con 
cludes, is “a fortnightly publica 
tion costing not more than Is. for 
the 11-13 age group.” 


This ideal periodical, it is sug 
gested. should cover children’s 
interests and hobbies, contain 
popular stories by writers of 
repute and signed articles by 
leading children’s writers on 


handicrafts, current events, sport, 


films and travel. Book reviews 
are essential 
The report adds: “There is 


recom on the market for a junior 
type of Picture Post with straight 
narrative for fiction articles, 
authentic information on all sub- 
jects covered, and with a spirit of 
integrity and vitality pervading it.” 


™ Exhibition Postponed 

Indefinite postponement of the 
“Ireland Can Make It” Exhibition, 
due to open on July 2, is announced 
by Irish Exhibitions Ltd., owing to 
the fact that the new Coras lompair 
Eireann (Transport Company of 
Ireland) garage in which « was to 
be staged cannot be completed in 
Ome. 
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ADVERTISER'S WEEKLY 


THAT Graham Ree, oom mong 
ig director, F John Roe Lid. has 
been clected je he counci! of the 
Bond Street Assocation and chaw 
man of ts publicity comm 

. o 


Th AT Norman Gass, semor copy 


writer at sreenly s, recently wo 
duced a play fo he Lewisham 
Four Seasons Theatre Club” which 
won the Sw Cedric Hardwicke 


Trophy for the London arca in th 
British Drama League Festival 
. . . 


THAT Geo. J. Smuh A Co, Lid 


have been admitted to membersp 
of the LLP.A. as regis d prac 
oners im advertising 
. . . 
THAT John Worrall Lid, Oldham 
have been appomted sole advertise 
nen presentatives in the United 


Kingdom for the German monthly 
Textil -Fxport Journal, published in 
Dusseldorf 

. al 
THAT the snnual bowl match 
hetween advertming agents and press 
representatives for the Belfas: News 


Letter trophy will take place on 
June tt at Parsons Green Club 
. . 


THAT Vivienme Kaight, publicity 

director for Paling Studios, has 

returned to London after a short 

view’ to Ireland 
al . 

THAT litter bins in Oldham arc 


to carry advertisements 


—ee 


j ; 


international stature im 


world mtered thoughts a AY 
ch wed the eveat International Resolve 


Conference 


Now Arighton ts tworntten 


Idvoertising Assocation 


We Hear— 


THAT A. ML. Bruce, sales 


porated Sales Managers 


. . * 
THAT Fergus O' Ryan, chief arin 


It was a good conference 


Brighton 


Now they are all Brigl 


i Conference. We knew 


of the Prince Regent perhaps be mer 
Durector-General’s report ? Will the 

The Conference Lawns 
and Downs ? Weh pe s 


2 fart of all the eveat ¢ 


THAT ‘this 18 in, Statuet / 


British Friesian ow ( he 
Dawn is exhibited in th ea 
Roval Academy exhibu 
J. Harrison, eericuliural | 

who handles the British # 

attle Society account at VP oh 
Lid 

> . . 

THAT Kay Murphy, direc and 
general ra hag Linguaphor 
Insitute, and past chairman. 8 s} 
Direct Mail Advertising Ass 
has been clected = firs “ 


llow of the Incorporated 5S 


Managers Association 
. 


THAT Norman Smale now p 


sents the Cambridge Univ y 
magazine (ranta as w ‘ 
Onford’s Isis 
. > 

THAT arrangemems ar heing 
made for Sunday newspap 
photograph bathing beauties « h 
Broighton beaches to publi h 


resort 


Andrew Milne presenting a_ tele 


ision set to Wiliam Gale, » rer 
of classified advertisements 
ment of the “Drapers’ Record and 
Men's Wear.” on completion of SO 
years service wt a staff executive 
uncheon at the Savoy last Thu 


‘Jersey Week’ Boosts 
Air Bookings 


The first Jersey Week to be held 
in Cardiff, which was proposed by 


Rowland Harris, prone of 
his own press and publicity | s 
and hon. secretary of the Pi \ 
Club of Cardiff, bas resulted 
heavy increase of inqui ’ 
Jersey and so many bookings fo 


his clients, Cambrian Air Services 
that advertising had to be tempor 
artly suspended 


Saying It With 
Flowers 


Women space - buyers, d Ny 
with foreign newspapers n 
surprised last Friday when 
in Dutch costum vientiod 
offices, to pres houqu f 
Dutch tulips as a token of 4 
will from the Milhado O 
ation.” 
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ADVERTISING 
DIARY 


Awaiss Pomsrry Cie 


Ma) - 
ManCuestTee Incoeromarto 
Auv ea risen Manacees ASssOCla- 
mon Open mectiing Queens 


Hote 6 om 


Baemmonsam Pomsrcrry Assocts 


Throw =fumcheon Hugo O'Hear on 

Public Reasons” imperial Hotel 
1248 p 

Wednesday, May 21 

InsriroTe of Posi ReLatrons 
S Richards n Pu Relations 

f the London County Councd 
1 York Gate. NW >wW pm 

Tharsday, May : 

Breminciam Posticity Associa 
mm Annual mecting Queens 
Hotel, 60 pm 

PusLiciTy Cius -» Wovee 
waMrroN Annual meeting Sur 
Tatton Sykes Hote [wom 


THAT Dr. Tarapeda Basa, presi 
dem of the Indian Journalists 
Association im Great Britain, and 
gn correspondent and London 
wesentative of Hindusthan Stan- 
‘ard, Ananda Bazar Patrika and 
Desh. arrived back im this country 
last week after a tour of three 
months in India and the Middle 
bast 


‘ 


OBITUARY 


x . . 
Sir Martin Melvin 

A generous supporter of N_A.B.S 
of which he was a ar 
and in 1933-4 president uw 
Martin John Melvin, Bt., proprietor 
of the Roman Catholic paper, The 
{ niverse, has died, aged 72 

He was a well-known figure al a 
number of advertising conferences 
mecluding Birmingham in 1928 and 
Torquay in 1935 

At the Torquay Conference m 
1935 he was host at a clubs execu- 
tives luncheon. He was at that time 
president of the Advertising Club 
of Birmingham 

The Universe was in low water 
when he took it over in 1917 but 
under his direction it grew to tts 
present circulation of about 250,000 
which ts clammed as the largest 
Catholic weekly circulation in the 
world 

For his charitable and public 
services he was awarded a knight- 
hood im 1927 and a baronetcy in 
1933 

The funeral took place yesterday 
(Wednesday) at the Monastery, 
Ohon, Birmingham 


A. Morgan- Williams 


The death has occurred of A 
Morgan-Williams, managing direc- 
tor of Design Advertising Lid.. the 
Leeds advertising agency which he 
founded some 15 years ago 

He was, for many years, a mem- 
ber of the executive commitice of 
the Publicity Club of Leeds, and 
was immediate past chairman of 


Leeds Branch of 1.S.M.A 


Thomas Duncanson 


Thomas Duncanson, since 1947 
Scottish representative of W. Hop- 
wood & Co., Lid., Manchester, has 
died from thrombosis. He was well 
known in Clydeside and North-east 
ering circles 
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NEWS: ABOU 


A. H. Meclsaac Joins 
‘Bicycle’ Board 
A. H. Mieclsaac has been made 


a director of the Bicycle Publishing 
Co., a subsidiary of Argus Press 


* * * 

Max Jenkin, P._R.O. to the A. ¢ 
Nichsen Company, has resigned from 
full ume work with the company 
because of ill-health 


* * 
WwW. L. Mayston, 
manager, £ Standard. was 
returned unopposed at the borough 
council election in Sutton & Cheam 
* 


* 
adveriisement 
vening 


* * 

Alec G. Spence, a director of 
Technical and General Advertising 
Agency Lid was one of the 
successful candidates at the iocal 
elections last week at Southend-on- 
Sea, being returned by the largest 


majority 


a * 

Keith Fraser, director 
Tailor & Cutter Lid., 
elected 1952 chairman 
Foremen Tailors’ Benevolent Incor- 
poration——the first time that a 
newspaper man has held this office 

* * * 

G. Gwyther, manager of W. H 
Smith & Son's outdoor publicity 
departmem, will rere on September 
0. V. E. Seott Bailey will be his 


successor 


* - 

Cartis W. McGraw, president of 
McGraw-Hill Publishing Co., Inc., 
New York, was at the opening last 
Thursday of McGraw-Hill House 
Farringdon Street, the new London 
offices of McGraw-Hill Publishing 
Co., Lid With him were Col 
Willard Chevalier, executive 
president of the New York com- 
pany and Eugene Warner, snior 
vice-president of McGraw-Hill 
International Corporation 


vice- 


* * * 
Olaf Ellefsen, Foote. Cone & 
Belding director, is visiting the New 
York, Chicago and Montreal F.C_B 
offices, to discuss new developments 
m marketing and merchandisin 
Doreen Hockley, of F.C.B’s P 
Group, is also visiting affiliates in 
Rio de Janciro 

oo * * 

Just back from a trip to Belem 
Germany, Austria, Switzerland and 
France is Graham Fulkes, assistant 
advertising manager of the Poly- 
technic Touring Association He 
was one of a party taking part in 
the trial run of a new coach route 
being operated by the P.T_A 

* 

F. FE. Green 

has been 


* 
(Blackburn Times) 
elected president of the 
Lancashire, Cheshire and Derby- 
shire Federation of Weekly News- 
papers. W. H. Andrew (Ashion- 
under-Lyne Reporter) and RB. E. 
Wilson (Stockport Advertiser) were 
re-elected hon. treasurer and hon 
secretary respectively 
. * * 
Expected in London later this 
month is Ahmed M. Bhatty, ediuor- 
in-chief Industrial Recorder, a 
Pakistan industrial monthly He 
will appoint a British advertising 
representative for the paper 
* * * 
To mark the completion of 
twenty-one years service = with 


Sommerville & Milne Lid.. Glas- 


gow, Miss Nellie E. Harris was 
guest of honour at a staff party at 
which A. M. ville, manag- 
ing director, presented her with a 
silver brush and comb set from the 
directors and staff Norman 
Currie, production depirtmem, pre- 
sented a bouquet and Miss Anne 
Omand, seven-year-old daugtter of 
director J. Bruce Omand, handed 
over an outsize key bearing the 
S. & M. monogram 
* i * 

The brothers Pat and Derek 
jon, who were in the exiih- 
tion and display department of the 
Fleet Ilustrating Service, have left 
to set up a partnership under their 
own name Derek deals with 
design and production and Pat with 
ad ministration 


WORLD MISSION 


The International Federation of 
Advertising Clubs was preparing to 
serve the advertising and publicity 
clubs of the world, said its pre- 
sident. F. Murray Milne, chairman 
of the Publicity Club of London 
presiding over the Federation's 
third annual conference at Brussels 

The conference was part of the 
programme of the World Advertis 
ing Week and was attended by re- 
presentatives from Belgium, France 
Spam. Holland and Italy Ivan 
Luckin, secretary of the Federation 
was also present 

The 1953 congress will be held in 
Lausanne, 


IN BRIEF... 


lan Appleyard. the rally driver, 
told Leeds Club that the B.R.M. 
would be out of date by the end 
of the year . . Oxford Club are 
to see over the city police head- 
quarters Midlands editor of 
the Autocar, A. G. Douelas Clease, 
addressed Coventry Publicity Asso- 
ciation . L. A. Goss, informa- 
tion officer, Docks and 
Waterways Executive addressed 
; loa Publicity Club on “A 
Port in the Public Eye.” Mem- 
bers of Bradford Publicity Associ- 
ation visited the Prince's Theatre 
and saw “Nothing But The Truth.” 
New officers of the Bourne- 
mouth Publicity Club are: Presi- 
dem, J. Elmes Beale; chairman, 
S. A. Tilley; vice-chairman, F. E 
Courtney; hon. secretary, Leslie 
Miller; hon. treasurer, S. Carey 
Retiring chairman, W. Howlett, be- 
comes a vice-president . Miss 
Phyllis Garbutt, principal of Good 
Housekeeping Institute, will preside 
over a panel of three women speakers 
“ the Publicity Club of Londoa 
“Housewives’ Voice” mecting on 
Monday. . . . London has a record 
ws membership of 1,028 
t Comerford 
honorary 
recognition of past 
services George Runcic, Scot- 
tish B.B.C. producer of “A Matter 
of Opinion”—Scottish counterpart 
of “Any Questions”—spoke to 
members of the Publicity Club of 
Glasgow on his experiences during 
the staging of these shows. 


Lewis 
members in 


ADVERTISER'S WEEKLY 


DATES 
that bear fruit 


In Belfast on August 27th Ulster's 
Own Ideal Home Exhibition 
opens again. This annual *‘ Event 


of the Year '’ means a *‘ good deal "’ 
to many National and Local Exhibitors, 
for it is a well patronised Exhibition 
giving ‘fruitful "’ results because it is 
soundly planned, well organised 

and backed by an extensive advertising 
campaign throughout Northern 
Ireland. The Exhibition closes on 
September 13th and we confidently 
expect, by that date, 75° of the 
Exhibitors will again book their stand 


space for 1953—as they did last year. 


Llerbert Daniel Exhibitions 


15 ° Dover SrreeP 


London - 
Wet 


Telephone 
MAYFAIR 


5846 
(Sines) 


ORGANIZERS 


HIGH CLASS 
EXHIBITIONS 


ULSTER'S OWN IDEAL HOME EXHIBITION, BELFAST. August 27th to September | 3th 
MIDLANDS IDEAL HOME EXHIBITION BIRMINGHAM September 21st to October 18th 
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Marketin 


E- New sbriefs 


( renbes ted : mire 
, 
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Le rt 4 ck They h produced 


lopment “ te -” 


I P a 


nde ” 


* 
;. cellophane in rolls for 


i uschold 

s beng t ntroduced by 

Bennie Manufacturing Co., Lid 

Trade press advertising ippea ning 
* 


Legal and 


Gazette 
BANKRUPTCY PROCEEDINGS 


Howe 
Rude Woods Box Wilts. adv 


pdixation May I 


A «luton wae passed 
the y becpeanelga tiene the 
Hort, of ft . 
" * intants * Ra'dein 
Bristol of) as lequecdat A memittec 
ape th was also appointed 
WILLS 
Rowent Amc rrmar KENNEDY ‘ al 
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stand and Scotland valued at 
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Riptes Preston A Co. (Westera) Led 
Th en Mevedon 


Rusty Howse A 

Somerve Advertising =agents and 
sultants, publishers Nomina apita 
tim Directors J 1 Preston. B® 
Bennett and RR Holmwow 


Abbey Technical Pree (Clacton) ase, 


Ro wemary 


by eed Sons, Company | 
Soweteg age ite , a Lane. | 


i-bvenwom~ 
crtimiow 


iia had 


eusinem 


Commercial Artists 


sr uot o 


| 61 CAREY ST WC2 PHONE MOL O77! 
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Serviees & 


Cut-out Letters 


Exhibitions « Displays 


rn 


ae 
ie 4 


74 (ine (York, 
| prefly 
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Cut-out relief lettering 
ready gummed, |2 types, 3 16° -2 
LONDON INDUSTRIAL ART LTD 


33 jubilee Place, 5. VWV.3. Tel. FLA 68/6 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 


STUbios, LIMITED 
72a Plough Rd_., Battersea, S.W.11 
Tel. Nos. Bottersee 5300 & 4886 


COOK’S 
DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 
"Phone PARK 8652/4 
EXHIBITIONS - DISPLAYS ~ SIGNS 
FLUORESCENT SPECIALISTS 


ORDER DEPT 3 All Saints Rood, Ww 
thee PARK 94)! _ | 
JAMES KERR STUDIO 
17 FOURNIER ST, E.1 + BtSworscare 1862 Packing 
FASHION 
ARTIST | fon #Gi Dine { 
LADIES ... CHILDREN ... BOXES 


MARGARET JACKSON 
104 Stainburn Crescent, Leeds, 7 


Cheah 
gO 


ans 


¥ 


RnR eTUBIO LIMITED 
24 HOLBORN, LONDON. EC! 


| bs.p. 


STtboie4eo 


Tempte Har Ott 


al 
The PuchagF 


JOHNS, SON & WATTS LT0 


24 eraser” $7. L0Nd08,E C.2 


—— 


The CHANGEABLE PRICE 


TICKET specialists 
In off sixes For ofl uses 


Trade terms on request from 
CAMDEN PRICE TICKETS 
48 Westbourne Gardens, Hove 3, Sussex 


Hove 39684 


aa 4 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards— Displays, etc 
Any Shape, Size or Quan 
tity at the most reasonable 
cost and with the utmost 
speed 
E. CHRISTIAN & CO. LTD. 


10a De Beauvoir Square, N.I 
Clissold 3463 


Write or phone 


EXHIBITION 


STANDS 


DESIGNED an 


il 
Mirlor 


orsPiay StAVICE 


5-6 ar SLE 
TELEPHONE 


STREET. wil 
GER 8225/6 


DISPLAD LTD. 


CASTLEFIELDS 


MANCHESTER 15 


BLACKFRIARS 0856 


THE CHEERFUL FIRM 


Signs 


Process Suppliers 


PAINTED PUBLICITY 


AND SIGNWRITING CONTRACTORS 


Estabished over 9 years 


FROST & WARD 


17 CHILTERN ST. Wl. WELbeck 3563 


SIGNS OF ALL KINDS 


J. D. SIGNS 


| IVES STREET, CHELSEA, Sw 
Tel. KENsington 50% 
GLASSWRITING, £ XHIBITION AND 
GENERAL SIGNWORK 


PLATE PROTECTOR 
SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Et« 
AGAINST DAMAGE 
IN TRANSIT 
AND CORROSION 


FOR AN 
INDEFINITE PERIOO 
Simple to use and very economes 
Small sample supplied on request 


THE S.D. SYNDICATE LTD. 


46 EARL ST. FINSBURY LONDON. £ 


DISPLAY ano 
EXHIBITIONS LTD. 


167-171 QUEENSWAY, W.2 
Phone : BAYswater 229/-2 


EXHIBITIONS STANDS 
AND DISPLAYS 


Mechanical Displays 


Telephones Telegr 

ISHOPSGATE ESE 

68!) 6612 = FINSQUANE 
7001 LONDON 
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Photographers Advertising Novelties 
aan 
oe oe — = — Goodwill Gifts 


A.C. K. WARE 


(PHOTOGRAPHS) LTE 
Metropoltian 9436 
Pomeroy House, Basinghall S¢t., Londen, E.C 2 
e 


PHOTOGRAPHIC 
PRINTS 
Any Size—Any Quantity 
Write or Phone 


PHOTOWORK LTD. 


ARO 
LILY WHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 09389 


DON ART SERVICE 


OcRAPHIC LTO 


| Chichester Rents 

| ff Chancery Lane WC? 
COMMERCIALL ADVERTISING 

| PHOTOGRAPHERS 


OPY SERVICE + Phane MOL O6E9D 


‘MATTACOL) 


From postage stamp to poster 
in single copies or quantities 


SCOTLAND Y 

A. NIMMO 7 

13) Wilton Street, Glasgow, NW. > 
LONDON AREA f 


ROBERT P. HYMERS LTD 
17 Clifford St. Wit MAY tar 6768-9 
NORTHERN AREA 
R. DIXON, 5 Hillingdon Re 
Seretiord, Manchester 


Longford 2647 J 


Silk Screen Materials 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL'’S 
of course! 
GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport Tel. STO 3375 


of ADVERTISING NOVELTIES 
for your business friends and 
potential customers 


SHENTON SERIES 


Offers a large range with per- 
sonal service. Write for our 
Catalogue or ask our repre- 
sentative to call 

We ore actuo! monufacturers 


GALE MELVILLE LIMITED 
67 73 MARLBOROUGH GROVE, OLD KENT 


ROAD, SE.1. Tel. BER 4187 (2 lines) 


Advtg. Pencils 


and all types of 


Advertising Gifts 


ANGLO FANCY PRODUCTS LTO 
i, 


wrens 
‘37 Pill Lane, London, NWS 
Phones Hampstead $858 and Gladstone 676 


Blocks & Dies 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
ard or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, EC 
CLE 6474 Est over 40 years 


Miscellaneous 


SCRAP METAL WANTED 


COPPER, ZINC, STEREOS, ELECTROS, BRASS 
ALUMINIUM, MONO, sete we Laie 
PROMPT CASH COLLECTION ‘ARRANGED 
F. J. HALL, 36 37 Cock Lane 
Snow Hill, E.C.1. CiTy 5218 


GO AHEAD 


with that Direct M Comporgn to the 
P ogre Making and Allied Trades you'll 
find e latest British and Forengn lists 

che 1952 “Paper Makers’ and Mer. 
chants Directory of bend Nations,” sto 
e pres «post free (40 - Overseas) 
rom Business Publications itd, 180 
Fest Street, London, E 


Process Engravers 


Silk Screen Services 


Specialists in 
Screen Printing 


. 

W. C. RAYMENT 
AND COMPANY 
RAYSIGN WORKS 
DURHAM ROAD 
LONDON NT 


. 
Telephone ARCHWAY 252! 


\ DISPLAY 
SUK SCREEN 
DESIGN 
EXHIBITION 


ADVANCE 
PUBLICITY Ue 


\A9. WARDOUR S1 
LONDON W\ 


CLARARD 8236 


\ 


242 COMMERCIAL ROAD, £1 : 


Teiephone Stepney Green —_ : 


: “MULTIPLE SILK SCREEN : 
PRINTING 
: Posters, Banners, Display : 
: Units, etc : 
: METROPOLITAN PUBLICITY LTD : 


FOR QUALITY. 
SILK- SCREEN PRINTING 
| AND PROMPT DELIVERY 


| AW SS) 


14 WENDEL, 8D LONDON wi? 


SHOWCARDS 
window Bilis 


POSTERS 
CUT-OUTS ek 
LICENSED DAY-CLO PRINTERS 


“SUPASIGNS 


42. HOXTON SQ LONDON Mi. 
CE 2354 


Continued,on page 34! 


ADVERTISER'S WEEKLY 


Publications News 
And Noles 


Journal of Management 


Business 
in Industry magatine is pro- 
minently featured on the Business 
Publications Lid., stand in the office 
equipment section of the BIF. at 
Olympia 
* ° > 

Advertisements will be accepted 
by the Purchasing Bulletin for the 
first time as from July 2 when the 
size of the paper is being increased 
A new art paper cover is being 
added. 

. * * * 

The price of the Irish News was 
raised from Id. to lid. on Monday 
* * * 

Last Thursday's Irish Independent 
and Seturday’s Irish Times were 
16-page msucs, with a heavy adver 
using content With 66) 24-inch 
columns of advertisements, the 
Irish Times weve achieved an all 
tume record for the paper 

* . . 

Gordon Fathers, with others, has 


acquired the Buland Publishing 
Company, Old Burlington Street 
W.1. its first monthly periodical 


Impact, will be published on Sep 
tember 1. It will deal with market 


ing. publicity, and display and cover 
packaging and print 
* > * 


As a prelude to National Baby 
Week, the June 12 issue of The 
Nursery World will contain extra 
articles and patterns. 

* * > 

Beginning with the July-August 
issuc, Shopping Magazine wil! be 
printed by photogravure on coated 
paper, the price reduced to Is. 6d 
and the circulation increased to 
more than $5,000 copies 

* * * 

Average net sale of the Daily 

Express during Apri! was 4,028,495. 
* > 7 


Fs 
rh 


Containing a message from the 
First Lord of the Admiralty, May 
issuc of The Navy is its firs annual 
review of naval sirength, intended 
as a background to the Navy 
Estimates. Advertisers include the 

aah 

7 > . 

The African Medical 
Journal has begun a new series (the 
old finished before the war). Price 

this quarterly circulates to 
medical officers, students and medi- 
cal concerns in the West African 


colomes and other tropical 
countries 

* - * 
The 25h overseas number of 


Fire will be published on June 16. 
The issue will be of @ pages 
including 10 in colour. M leading 
} manufacturers in the fire-fighting 
and fire-prevention field are adver- 
| tising. 
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ADVERTISERS WEERKLY 


Aspro Ads. 
Re-Styled 


Aspro acdvertis he ‘ he ing 
nunternised A new departure 
the half tone 
and wash drawings 
Cine of the first f the new 
ads. appeared in Saturday's 
Lvening Standard wm the form 
a testimonial! 


use of 


lustre 


style 


An Aspro spokesman told 
Apventisca Ss Wreniy that they 
had modified the ty le { the 
advertisements because they feit 
s fresh approach would be bene 
ficial They were heeping 
abreast of the nes 

For the present the norma 
Aspro s«hedu s being used 

itd 


\gents Samson, Clark & Co 
. , 


Sioe Ad. Makes 


‘Guardian’ History 


A unig gecred sp . 
taken in the M ; (ou 
on Monday Kendal Milne & 
Co The ad. w xcupred the 
em width of a pa ad with 
an Bin. trepl wy f drop 
ping down toa SS} in. d followed 
by a jin ] 

kt announced the introduction to 
his country of Ferrina shoes. They 
sve Oheang mad he under =the 
supervimon of Signor Ferragamo 
an «Itahan, on bis own $ specially 
designed last 

Last February Kendal Milne took 
nother unusual space im th an 
chester Guardian he nie “ 
left hand columns. This adv 
Places direct 


MODELS DESIGNED 


CURRENT ADVERTISING 


Ben Wilkinson To Handle Three 


New Freeman Accounts 


The Robert Freeman Co., Ltd. 


ann 


app 
hand 
are 


um 


anec,s 


ed 
1 


f rds 


Pers 


Beaut 


Ca 


ivaila 


Ma 


y P 


fucts Ltd) 


mpaign 


bie 


ate 


not 


week that Ben 
eA-Managing director 
rEnrckson Advertising 
recemtly joined = the 
the Robert Freeman 
handle three new 
hese »s Vactric Electric 
which Mr. Wilkinson 
McCann's. The others 
y's Ltd (canned 
frozen products) and 
soup (Personality 


Selmer’s Strike A 
New Note 


\ 
the S 
for 
lone « 
men 
behiev 


ry 
pane 
natre 
No 
bul 
taken 


Agen 


4 in 


far | 


the Ch 


f nm 
can 
d 
al 
ho 
vil 


sch 


in 


we 


Space 


hy 


ck 


veewime 


bye 


mem 


dul 
is CAP 


wher 


has 


on 


other 
en advertised 


been 
ted that 
national 


wes taken in 
Selmer 
which 
ly any orchestral mstru 
produced 


the 


firs 


space 


This 
tume 
than 


on 


propared 
will be 
media 


» Gould & Portmans Lid. 


represented by 


18 models 
for 


Two of a series of 


imperial Chemical industries 


n full 


their 


stand 


cotour 


at 


commissioned by 


this 


year's 


ARTIST PARTNERS Ltd. 


9, Lower John St., London, W.1. Gerrard 1157 (3 lines) 


B.LF 


yet 


Lid 
the 


the 


ACCOUNTS MOVING 


Hyde & Partners Lid. hay 
over ihe 
(Wallsend) Lid 


ss 


adve 


will 


used 


Auger & Turner Lid. ho 


ping pr 
Ippowm 
trated 


d 


agents for Vikeip 
vVuamin mineral tablet 
. 


NEW ACCOUNTS 


New 


Metcalf & Co., Lid. (Kirn 


chents 


for 


are W Barker & Son (Eng 
Lid Whyte & Collins Lid 

ferrous casting founders k 
Bros, (Walsall) Lid., makers of 


tubes 


and 


Miungs 


Garden Plastics. 
. 


* > 
Auger & Turner Lid. (Glosgow) 


and Kingswood 


have been appointed agents fo 
Guest & 


Vitues 
bread 


turers. 


makers and biscuit 


Co 


* * 


NEW CAMPAIGNS 


Extensive 


for 365 
Wilham 


being used 


World 


Sunday Express 
Daily 


Express 


ture Post 
Weekly and the trad 


advertising has 
handkerchiefs, 
Chapman 
include 


People 


Daily 
Mail 


mad 
Lid 


Sunday P 
Mirror 
Womar 


Woman's Own, 


press. Ag 


F. John Roe Lid. (Manches 


new scheme has also been launched 
for Chalet furnishing fabrics by thts 
agency 

. . 

Advertising for Du Maurier 
cuareties will start m on 
mat ga Zines early next nomh 
Service Advertising Lid. were 
recemly appointed to handle this 
wccoum 

. . 

A replica of a Kinkajou, a type 
of tropical tree bear, is featured on 
the Guinness stand at the BLE 
This animal will be the ntral 
character of a new Guinness poster 
due to appear shortly on outdoor 


sities throughout the 
underground 
was designed by S. H. Benson Lid. 


London 


and Walter 


One of 
paign 


the 


fo 


Hill 
responsible for 
> 


als 
a5 


& Co 
placings 
* 


Lid 


in the new 
handkerchie!} 


News f 


country an 


The post 


she 
rising of Lan 
boat builde 
be 
* > 


r 


Ship 


Sandbrook, 


ngham) 


Lid.. short 


Manulac 


started 
by 
Papers 
the 
yrial 
Dail; 
Pu 


May 18, 1952 


” MR. TEKNIKOS SAYS — 


This is 


Mr. Teknikos” a new ad 
vertising character created by K. € 
Rea of F. W. Sears Lid.. for their 
clients Fords (Finsbury) Lid 


aiuminum capping specialists 


G. Street & Co., Lid., are book 
ing space m national dailies and 
weekhes for a new scheme for Spu 
brushes 

* * * 

The June issue of 
will be advertised 
Daily Mirror, Daily 


Express 


Vanity Fair 
nationally in 
Mail and Daily 


* * * 

L. G. Hawkins & Co., Lid., are 
running a series of local publicity 
drives for their pressure cookers 
Recently a “Hawkins Week” was 
held in Cambridge Other “weeks” 
running in the West country 
y are backed by local press 
advertising Agents Arks 
licity Ltd. 

* 


are 


* 
PLBLIC RELATIONS 
ACCOUNTS 


Voice & Vision Lid. have 
appointed public relations consul- 
tamts to the Silk Centre Commiuttec 
of the Sik and Rayon Users’ Asso- 
cation They have been ap 
pointed to handle a special cam- 
paign for the Hand-Block & Screen 
Printers’ secuion of the Association 

* * * 


NEW ACCOUNTS (OVERSEAS) 


been 


also 


Janus Lid. (Dublin) have been 
appointed agents in Ireland for 
Wm. Hollins & Co., Lid., makers 
of Viyella and Clydella textiles and 
men’s hose. Space is being booked 
in daily newspapers and women’s 
magazines 

* * * 

Uganda Brewernes Lid. a sub- 

sidiary company of Ind Coope & 


Allsopp Litd.. have appointed Intam 
Ltd. as their agents for press 
advertising. 


. 
Display Judges 

The Dunlop Rubber Co. Litd., 
are offering £700 in prizes in a win- 
dow display competition for Dunlop 
sports and informal footwear 
Judges will be Sir Patrick Gower, 
chairman of (€ t Higham Lid 
Dunlop's advertising agents, A 
French, editor, Shoe and Leather 
Record, and C. A. Shepard, editor 
Shoe and Leather News 
advertising is being 
used to the competition 
which will run until September | 


The Bristol-Myers Co. Lid 


are 
the makers of Mum deodorant, not 
Fassett & Johnson as stated last 
week. The distributors are Scou & 
Bowne Lid 
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Services & CLASSIFIED ADVERTISEMENTS 


7 | RATES APPOINTMENTS VACANT, Ss. 64. per Hine, 40s. dinpiny panei tach 
upp oe © © S APPOINTMENTS WANTED, M. per line, 35s. per dupiny ‘pat 


chassificetioss, 4. per Wee, 45. per dixpiny — tact 
charge, ome line plas 94. covering postage, Senos } SENIOR 
. >..: a wader seven tmreertions Mi ST = ‘PREP AID - 
General Printers : 


Week 188 Pleet Street, Leadon, C4. CH 
CREATIVE 


T RA DE . COPYWRITER 


yp F Fg 2g 4b +e . 
he or she, of the employment, is excepted from the provisions required to collaborate 


Notification of Vacunctes Order 1952." See " 
PRI NTl NG with Senior Visualiser on 


FREE LANCE an interesting variety of 
LEADING NATIONAL COPYWRITER 


National accounts in one 

LITHO WEEKLY MAGAZINE Service required of experienced aay early 
a Copyaviter fer Generel Subjects of the principal Creative 
Fase : has a vacancy for a Box 4455 Groups of a@ first-rank 


Prints, Cammnee. 00 TOP-FLIGHT Advertiser's Weekly 180 F.eet 8: ECE London Agency. Outline 
LETTERPRESS ADVERTISEMENT | Shstaroneei ae | of experience, age, ete. to 
S years of age to Wain « ev 


work up 4 Postal ‘Snopoiag Bu 
Four Colour Process 


marked tigh-fashion semec « mipled whh Bex 7) 
iMustrat-d Catalogues REPRESENTATIVE wre heipful ict) 


pean . m™ an ‘advisory Advertiser's Weekly 180 Fieet 6: EC4 

rochures, © and « thorough dulike of the 
o teave @ attitude are the 

The man we require must have ementals, Al present the person we 

F. Ww. WHITE & CO. proved selling ability or a suc- require & probably writing very suscess TYPOGRAPHER = with 


ful fashion copy and secing plenty of waned by West 
Letterpress & Photo Litho Printers cessful record in management jetiers from cusiomers wanting to buy team spirit 


be pr 
Full details, salary reguired and «peci- ™ hard Interesting work 

ALBION HOUSE, NEW NORTH ST An = advertising a a Publicity Manager, Jenners, neoe? ary ep Wie 
THEOBALDS AD., W.C.I. HOL. 943) though not necessarily on the rinces Sucet. Edinburgh = 460! Ad eekly 150 Pieet & BCS 

space selling side. is desirable ARTISTS FOR JOHANNESBURG. LETTERER for City Printers’ Studio 
Pp & , Director of leading S. African Adver imerested and cxperienced in all 
taing Agency sow in London. wehes creative and technica! phases of first 
Here are two examples of the imterview artists for following posi- clams prim des Write 
sort of man we need Ox 2 Box 4344 Ad eek'y 180 Pleet % EC4 


colour work Showcard 


|. He may be already working foc appointment stating 


on the advertisement staff : S Sea 7 fanisaice ADDITIONAL 
cet 4 


of a publication which does 


not quite measure up to MANAGER required = with PRODUCTION ASSISTANT 


to design and direct fire cb 
his own ideas of the for press edverticien. oriat, ro b lish b 
door and display. Must be good weas required smatlin ut 
proposition he would like and out man. able © ciecuc con _ y 
to sell vincing | roughs ang «0 standard rapidly growing agency 
He could be 8 young oan af gaabaied: kat cana Agency experience essential. 
A wan’ 
Accounts Executive, with it? j wo take respousibaity end Real prospects. Salary ac- 
brains and character, who gy eB — cording to experience and 
likes meeting people and rated Practiioners im Advertising. 20 ability. Plenty to do 
giving service and at the st _Ases Square Menchener,_¢ 
THE BRITISH BATA SHOE Co. LTD. HOWARD PAN To. 
20 meron detente : moment finds he cannot do require enperionced letter: ring and 1 ° a L ring toy 
j general artist ust be ble 6la Stra: ondon A. 
enough of either, so that a Producing first-class qrowings | or - : . 
job “on the other side of cards, posters, etc. Pension scheme TEMpie 6158 
- Apply. giving full particulars of age 
= the fence’’ would give him experience and salary requi ed to Saft 

IF YOU PRODUCE just the opportunity he Manager. East Tivbury, Esse TOP QUALITY LETTERING MAN 


" | \ needs GIRL wamed by Advertising Agency < x imide West End 

Ww te | office we € : 

PRINTED Pl BLICITY py ty “g -- +, = ~ Box 4400 Ad. Weekly 180 Pleet St BC4 
aTist 


This position carries a four | A c LAYOUT AND LETTERING 

and require live repre figure salary and holds excellent ee oe em ay wen Fm B. 

sentation from a Printer, prospects for further advance- to pete experience and salary 

plus reliable work from ment. In addition to the salary, Box 4440 Ad Weekly 180 Fleet & BCS Box 4285 Ad. Weekly 180 Fleet Ss: BCs 
first-class machinery and reasonable expenses are paid 
men, you should write and there is a contributory 


or ‘phone the manager Pension Scheme G R A H A M & G 1 L L 1 E Ss 


LIVERPOOL if you are under 45 and feel 
LETTERPRESS LTD that this is your job, write in require @ First Class 


< aitene confidence saying why you think 
a w a + so and giving full details of your L AY o U T A R T i s T 


career to 


Experience on National Accounts, figure work and creative 


abil ! 
Whether it’s merely a job of Advertisement Director, rae ip ne 


Owing to increased business this vacancy must be filled now 
duplicating Box 4447 and consideration will be given to any holiday arrangements 
Advertiser's Weekly 180 F.eet $t EC4 already made by the appomted applicant. The post carries 
o mencil, of lithographic pro- ee a good salary commensurate with talent and expenence 
or even & batch RETOUCHING ARTIST, monotone anc Please write im first instance and in confidence, giving age, 

pn that require . * 
= = _ a ‘ or details of accounts worked on, and salary range, to 

cquir ‘ . 


Midlands . 
stata —~ ny BOs The Art Director, Graham & Gillies Led. 


37 Golden Square, London, W.I 
‘ad Weekly 180 Ficet St EC4 


WEST COUNTRY manufac GRAHAM & GILLIES’ Last of Accounts Includer— 
Advertsing Assixtam Cour Reval € 
a 


wset* 
Golden Eagte Wools 


net Stockings 
well be spared why not phone " Bob Martin (TIBS) 


Lf der 
‘ , Heniey's Tyres as Mechanica! Handling 
rint tts ) cK ite Rothman’s Cigareties Plastics 
~uld make this a first Cass opportunity Duncan's Chocolates Mebwans Beer 
17 Fleet Street, EC. 4 Con 2406 for one who has no fancy Weas of Gray Dunn Biscuits 


y A 
90 Victoria Street, $W.I. Vic 6258 Box 4362 


pply to 
Ad. Weekly 180 Pleet St BC4 


"Phone your Classifieds to CHA 8844 (Ex 
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abPY ERTISERS WEEKLY 


tor Lendon and Prawinces required by Aeeecy @ the epplicent & 


wellenown product with untunited 


M2 


amewering these adverthement) mast 


industrial and advertng uses Only 


men of init ve and drive capable of 


earning well over £1,000 per annum and | | Interesting Opportunity 
with good selling records will be cor } for a young 
sidered Salary, commision end car 


Viscwue “aapice sen woe | | COPYWRITERG 


fully detailed, will be treated in conf 

dence Write A 
TRAPINEX LTD 

96 Park Lane, London Wi 


vacancy for a young 

copywriter occurs in a 

creative advertising team 

FRED LANCE COPYWRITER requ dealing with interesting 

to serve «2 Patent Medicine account > 

Full particulars 1 scientific material. Agency 
few iin Ad Weebly 180 Tieet & EC4 

experience preferred, on 


VISUALISER national or technical 


accounts. The post is per- 


, LAYOUT MAN manent and pensionable 


$ wented immediately by large national Apply Ww ith Pp ersona | 
? edverticers in Manchester, This post details, examples of work, 
4 which @ pensionable, offers an ° 
first-class and salary required to 
Ser Personnel Officer 
~g et di GLAXO LABORATORIES LTO 
the right man Greenford, Middieses 
Applcations giving detals of exper 
ic ae. qualifications, salary, and waee BAL aaeee’. Loadon, Provinces 
when free, to « lea *< and other media 
Henanah Lid § Carlule & 
Box 4454 GER 4683 
dverticer’ NICAL MLUsSTRATOR (22.0 
a * Weekly 180 Fieet 6: £04 all fc instrument man 
facturer ated ca 1 omen ind 
LONDON FPHROTOCRAPHK STL DO . . to applcants ha 
reouuirea one get rept csentativ te ina wee fe ’ t fravugehting 1p 
ntrondux OAT FC bat and fashion with « and at ab) it 
ders Permanent progres: mn n wr : s- f “us . 
full partewlars ae caperience som a aia yured ¢ 
Ron 4499 Ad Weekly 180 Fleet St be 4 Bow 440 Ad Weekly 180 Fleet St FC4 
Medium sized, but fast-growing 
agency has vacancies for 


COPY/IDEAS MAN 


The man we seck will be able to initiate 


campaigns, write copy and prepare reports 


Nl a I ae OTD 


on the reasons behind the scheme from his 

merchandising knowledge he wil work 

with the visualising team and, if desirable 

be responsible for integrating the work 
VISUALISER/LAYOUT MAN 

To work with the above mentioned creative 

team, producing slick, forceful ighs for 


presentation to chent 


PRODUCTION ASSISTANT 


Working on a group of accounts, he will be 


responsible for maintenance of schedules 


block ordering etc 


Applicants for each of the three positions should 
write, stating age, experience and salary re- 


quired to 
Box 4484 
Advertiser's Weekly, 180 Fleet Street, London, E.C.4 
(Our own safl know of the advertisement) 


excepted trom the provisions of the 
of Vacenctes Order 1951." 
RETOUCHER 
biuret as 6man required preferably 
with cuperiene { technical suPects 
(ood salary ideal conditiom wt 
days (he yoar Apply in #riiing 
giving full particulars & 
Box 430 
Advertiser's Weekly 180 Fleet 6: EC4 


LETTERING ARTIST London Studio 
a 4 vacancy for a 


arue c 
arranged 


ae slary 


Box 4465 
ACCOUNT 
mints 


Adv 


first clam icttering 
jood wary and heldays as 
Wrote in fire instance satng 
qua «. w 
Ad Weekly 180 Fleet St BC4 
ANT to take charg of 
Department wn medium 
criwing 
Scheme (A var 
advertusement) 
experience & 


y 180 Pleet St BC4 


EDTTORSAL —s required immed 


ately tablished City Financial 
pjourne Weise m the first place. giv 
@ particulars of age and expericnce 
t x iP > J. W. Vickers & 
Co iw 78 Geeat Winchester 
Sure E.C.2 
bo yor WANT to start in publicity 
Good shorthand typist and record 
heer wanted in beginners oh in 
miernationall famous = Prew = (Office 
Interesting and varied work, method 
m my and references esscntia 
Apply 
Rox 445% Ad. Weekly 180 Pleet Sc EC4 


SPACE BUYER 
An omportant West End Agency requires 
an experienced space buyer, with a 


thorough 
who has 


knowledge of all media. and 
personal contact with Fleet 


Sereet. Salary. etc. will be discussed 
at nterwrew Apply 


Box 4450 
Advertiser's Weekly 180 Fleet 8: EC4 


JUNIOR TYPIST, some shorthand re 
d in " ’ 


quit 
ponien 
if aps 
mitiativ 
men 
Bow 44 Ad Weekly 180 Pleet S BC4 
PRODUCTION. \ acancy exists for first 
_m man wih Agency caperien and 
wund knowledge of blocks, typesetting 
1 Good salary and holidays 4 
arranged ApD y no writing : ne 
ase xpenience and salary reguired to 
Hox 4410 Weekly 180 Fleer Si EC4 
VOUCHER CLERK qumed for 
fod advertising agency ust ft 
perienced and capable ~ conw 
jepartmem Write “ating a¢ 
perience and salary expected to Gen 
Manager Napper Sunton Wo 
Lew 4-19 Great Chapel St I 
wi 
LAYOUT-ARTIST 
Excellent opportunity exist: for first 
as man who when mecessary can 
visualise and can also produce gx! 
sick layouts Position w 
top salary ang holidays as 
af acd Apply im writing. stating 
full details to 


Box 4429 


Advertiser's Weekly 180 Fleet 6: EC4 


COPY DESPATCH CLERK 
Must ha goud 


Apol« ath 


Agency, 100 Fleet strc ct 


TO SALES MANAGER 
Manufacturing Company 
ms invited from those of per 
imtiative and drive with atulity 
compicte Direct Mail Cam 
having 8 successful re rd 
Mi ut be able to Organix 


Jetatls background and cuperich n 
sirctost confidence th Manoging 
Director 

Box 4457 Ad Weekly 180 Fleet St ECs 


‘CLASSIFIED ADVERTISEMENTS 
“sacs | A NOT a 


REPRESENTATIVE “testiess ‘ ecunt The eegegemeet of pervous 
be qeade Gheoweh «& Local Office of (he Minietry of Labour of « Scheduled Employment 


man aged 14-64 tnctestve of 9 woman aged 16-99 inclusive 
rapidly expanding company marketing oles be oe Se, of Ge employment, 


May 15, 1952 


WRITER wanted for fim commentaries. 
writer ne 


from pum and cliches 


dum Associated Briush- 
Pathe, 13} Oxford Street, London. No 
telephone calls of persona) ons 


medium w End Advertising 
Agency rité. giving full details of 
caperience and ss required w Mr 
Brian Morgan. c/o joore Stephens & 
Co, Cornhill. EC3 

KEEN, ENERGETIC LADY required 
as outdoor advertisement representative 
for old established bigh class weekly 
magazine 


Box 4462 Ad Weekly 180 Fleet St BCA 
CLASSIFIED ADVERTISEMENTS 
Manager wanted for national weckly 


newspaper Must have cuperience 
energy and initiative Full details 
Box 4442 Ad. Weekly 180 Pleet St ECs 


SOUTH AFRICA 


Expanding advertising house 
has opening for a versatile 
and widely experienced 


COMMERCIAL 
ARTIST 


Candidates, who should be 
of good education and 
proved ability are invited 
to supply a résumé of their 
career, complete with de- 
tails of age and positions 
held during the past five 
years, but no original testi- 
monials or artwork at this 
stage. Selected candidates 
will be interviewed in 
London within the next 


two-three weeks. 


Box “45! 
Advertioor’s Weekly 180 Fleet St ECS 


PRODUCTION MAN wanted by & 
Technical Advertising Organisation in 
West End domes very high quality 
colour work We would prefer a man 
fully experienced in the ordering of 


noe of schedules Ability to go neat 


colour Diocks, typesetting and mainten- 


layouts and adaptations an advantage 
Production intelligence and & g00d 
memory are of more ee than 


| agency experienc 


’Phone your Classifieds to CHA 8844 (Ex 25) 


© Say 
4 Box 4466 Ad. Weekly ri Fleet Ss ECS 


EXPERIENCED SITE FINDERS 


well-known Our Advertising 
Organisation. Generous salary, excel- 
lent possibilities. and manent 


results) Commission and expenses paid 
Write grving full details to 


Box 452 
Advertiser's Weekly 180 Fieet 6 EC4 


FILM PRODUCER requires shorthand 
typist, Knowledge of ne. 
take charge of «mall office 


experience and commencing salary 
Box 4470 Ad. Weekly 180 Fleet St BC4 
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rT) ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | CUSUSSRaxcu0n) 


REPRESENTATIVE a CHALCROFT LIMITED offer a first- 

cass “on the * advertising service 

required in London for the WHO WILL MAKE A FOURTH? we eh eS 
Exhibition Contracting De Please ‘elephone 


We require a fourth senior account executive. The successful 
applicant must have a technical background and have had 
practical and successful experience in the handling of technical 
quested only from men with accounts. He is certainly agency trained, but may now be 
connections and proved ability acting as advertising manager to some manufacturer. Or he 
tm ite tad Capable of may be trying to establish a business of his own-—and have 


partment of a well established 
Company Applications re 


, having capacity avallable wih to 

decided he would rather share his worries. In any case he comiact Of or two Advertising 
Govdleging enting conch will probably be in his 30’s—around the right age to join a tosetner Oa a really sound basis, 50 
and achieving a sales target of 


sizeable and steadily growing business. If you feel you may as 
be the man we want write fully and in confidence to: om 


GEOFFREY DADD LTD. 
** Woodside” 90 Epsom Road, Sutton, Surrey 


bd 
po give genuine service, to 
antage 


Box 448! 
Advertiser's Weekly 188 Fleet 6: G04 


£60,000 £70,000 per annum 


Good remuneration to the 
right man with assured pros 


pects in executive position (eer Morden Underground) COMMODATIGN 
All applications treated in ADVERTISING Man required by lead VACANCY occurs in checking depart 
strict confidence “~ kcsscx manufacturing ofganinaiion mem of w kaown Agency W rite, STUDIO ACCOMMODATION a food 
t Age not than 3 five years | stalimg caperience and salary required to Wet End address offered w experi- 
gcncra ertising cxperignce helpful | Box 4465 Ad. Weealy 150 Fleet S: BC4 ona free lance lettering and general 
Box 4483 as Gules & spac scling afd cu | SPACE SALESMEN required for London Some work provided. Write 
quates oS wo house magazines ~widecr medium Experience on local fon 4476 Ad. Weekly 180 Picet St ECs 
Advertiser's Weekly 188 Fleet St EOS Sound bas cation. Good starting | newspaper and/or connection preferred | W.C2 AREA. Half share of furnished 
palery. pene mn meply 180 Flee: St BCS os aul connection will be handed wudio, 14 ff 2 15 fh. Window light 
EXPERIENCED LETTERING ARTIST — Box 4467 Ad. Weekly 160 Fleet St BCS cone et. 30s. pw. Phone TEM 6491 
eequired in the n Swdio of NDON FURNISHED Office acoom 
Aifred Bates 4 s: a ted Must ' Pp w pm oy = 2 Vy —— 
quick clean worke here ww 8 ARAGON ANTED vailadic cena i ~ 
vacancy also for a good figure man APPOINTMENTS WA ED secretarial and telephone services, own 
ay, with specimens, 10 Studio Man- | | wanaging Director wants help! Th desks, private interviewing rooms and 
a.” 130 Fleet Street, E.C4 | aeaging eae » 20.35 a - ag permanent duplay » ~ @ 
rig man is probably 30 * un aampies ull service a: less cost than 
NOT SACKED, BUT RESTLESS. Aww lerk 
mitted drive, good address, quick tamt Publicty Manager (26), want ocw — 4 , & x sat “1 —~. = 
| graap of essentials and preferably with sat Would wy space Woburn Place. Londons, W.C Phone > 
PRODUCTION MAN @ knowledge of publicity print m 4475 Ad. Weekly 180 Flee St BC4 [eR pines <40) 5 
} FIRST CLASS LETTERING ARTIST or first 4 OFFICES required in 
‘ | Existing contact with advertising seeks chanse FLEET 7 STRAND, of fUDOA Tt ‘ 
managers in London and outskirts an Box 4449 Ad. Weekly 180 Ficet St BCs J 
requi ; CIRCUS AREAS Messonable tent 
ad)antage Proof of pam selling TRCHNICAL PUBLACITY. Pubucty od details to 
‘ man, 15 years experience engineering mu 4445 Ad. Weekly 180 Picet S: BC4 
Must be tully experienced in agency abentucaty ana Long-term accounts with works and D.O. taining 
, ¢ tena | opportunites for him arc unique sccks - ay ee A Industsial 
Pram tice am capabic y ‘ Organisations of A 
press and print mechanical production is tr your me O43 Aa. Weekiy ito I leet St BCs SALES AND WANTS 
SHOR A ivate 
for all processes. Equally important j Box 4480 taries Certs. ec. If rou are in urgent | ADDRESSOGRAPH B Record Frames 
qualifications are. capacity for work Advertiser's Weekly 180 Fleet Si EC4 need of sta contact bassy Bureau. wanted in large Guantitics 
ing imelligently on own initiative; an root oe. Wusoomee Swrest, wv .C.2. oo tae * Sports Printers 
hall $924) We speculise in Teckper! tf Chiewick Grove 
ability to produce sound adaptations cficem personnel ’ . arton lack pool 
a commen ter Gn culadtsin of pe EXPERIENCED | PROCESS ORDER | ADVERTISEMENT MANAGER, arc | 18 REAMS 40 in. x 40 Tn 96 ibe, 3 ilded 
pect LERA and pre — a 6. of National Weekly Class masazine white art, Is. Sid. 25 reams Cartridec 
grapbical arrangement ty an old established Process Engraving secks change. Thorough, practical and pe 72 I Is 
House « Weite pairs ry; > St BCS administration caperience fT) all 2 Bloomsbury 
The sutable applicant showkd find DVERTISING — Yo oe . branches Would wekome discusica 
o { dd prer ve A J oung Salesma with principals when proof of contacts ect Hee 
this job 4 congenial and om wanted Some cxpericne an advan wil be given and any questions Elke. Pica dies tino guia Goat 
ne Write only, briefly stating cx a Persistence and 4 capacity for answered Availabic at one month's condition ex tronic 
perience, age. and salary required ' jort main qualifications. Full details to notice. Photo Flash Write 
x 4479 Ad. Weekly 180 Fleet S BC4 Box 4446 Ad. Weekly 180 Plee: St BCs Box 4388 Ad. Weekly 180 Fleet St BCs 
w Production Director | 
ADVERTISING SERVICE LTD. MANAGER 
; 40 Sackville Street. W.1 TOP GRADE PUBLICIST (woman), sow $ 
required for rapidly expanding muon ~ COUNTY BOROUGH OF i 
London Company marketing : BLACKPOOL 
BiaMINGHAM AND MIDLANDS; «¢ | | well-known product with wide 
vertisement canvasser fequired by | | industrial and advertising uses VISUALS The Corporation invites designs and 
technical publication on salary anc |] Only first class men of excep- quotations for the printing and . 
commussion bass ‘ar useful but nor | . a 
essentia Brief details of age and ex tional ability and drive need supplying of 2.500 16 sheet upright 
BC sence 10 apply This will be a well-paid Double Crown Posters to advertise the 
ion 4443 Ad. Weekly 180 Pleet St EC4 | appointment with substantial Blackpool Summer Season 


in PENCIL, PASTEL or WASH 
for the right man. 
Agency trained man, 


rospects Detaled specification may be 
Reohes, which should be fully 


1S years exp sained On application to H. Porter, 


Young 


detailed, will be treated in "PHONE: LAR 5878 Dwector of Attractions and Publicity. 
confidence. Town Hall, Blackpool. 
La out Box 4367 FREE LANCE ARTIST offers REALLY The Corporation does not bind tt- 
Adv & Weekly 180 Fieet St ECS COMPETENT FIGURE work in “i w accept the lowest of any 
ertiser’ ¥ 
_ and ontnas roughs me fin nished tender 
_ Box 4476 Ad. Weekly 180 Pieet St BC4 TREVOR T. JONES 
artist YOUNG | LADY rete) a inetity | FIRST CLASS FREE LANCE dccorative Town Clerk. 
‘Using secretary On national ea ty designer for pottery, table —_ a Town Hall, Blackpool 
omens n Must be efficient shorthand tops, etc. secks further come: oc 
| wanted Boe ty ATM Uo ier SBcu | | May to 


s required 
Box 4444 Ad "Weekly 180 Fleet Ss BCA 
FIRST CLASS IDEAS MAN of a)i-round 


BUSINESS OPPORTUNITIES 


Appointment by telephone 


experience and with knowledge of 
McCANN - ERICKSON fasnion required ‘by leading London | TRANSPORT CONTRACTORS. Firm 
Agency fete giving full particulars of publishers have & contract with four 
ADVERTISING LTD. ron : : years tO rus fox sole advertising rights - you — ing for a firm of 
Box 4378 Ad. Weekly 180 Fleet St BC4 of a email us company in 5.W rin rov 
TEMPLE BAR 6600 - ao) £250 oa cok ters who provide o real live 
etterpress handied on & percentage ba ed service in good quality Colour and 
doins oan I aa. aiscley Road, Ashiord Commercial Work? if so contact 
INSPECTORS required for bus inspec , and Commer one 
lean in’ Laem tien Canaiien wat cia ‘ nove £15,000 SMALL WELL ESTABLISHED Adver DOUGLASS & GILSON (1922) LTD. 
Sout ww Whole tim or £20,000 required Write stating Sec ieing acncy. needi apual to Gnance | DORSET ROAD, MERTON. 
free ence. Paes need oa only xperience, present turnover and salary — m invited & c._ --- with r ’ L omy " 
Write it | required vertiser seeking working directorshy elephone iBerty 
Box 4461 Ad Weekly 180 Pleet St BC4 Box 4465 Ad. Weekly 180 Pleet S% BCs Box 4477 Ad. Weekly 180 Fleet St 4 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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“THE SAME SITE” 


BEFORE AFTER 


ms 3S 


@ Solus Sites improve the Amenities 

This photograph of a National Solus Site shows how a derelict wall can be 
cleaned up and re-modelled to become an attractive poster position—and, 
at the same time greatly improve the local amenities. National Solus Sites 


are available in all commercial areas in England and Wales. 


NATIONAL SOLUS SITES LTD. 


56 60 STRAND - LONDON - W.C.2 . TELEPHONE: TRAFALGAR 4922-3-4 


DIRECTORS T. A. ALLAM (Managing Diremer) © S.E.CARTER - P.W. FELTON R.H. LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION 


Published by the Proprietors, BUSINESS PUBLICATIONS. itd., at ther office at 180, Fleet Street, London. E.C 4. (Phone: Chancery 6844.) 
May (5, 1952. Printed im England by Staples Printers Limited at cherr Greac Titchfield Screet, London, establishment. 
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